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Here is the finest daupe of COUNTRY LIFES quality 
as Gm adVertingomediam. The names of hc 
advertiser ame excellence of their products, ood 
the grow ing Volume of advertising revenue, give 
the Most satisigetory possible proof that COUNT + 
LIFE pulis@ensisten «| Saceessful results froin 
the most productive marketin the country. 
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More punching below 
the belt 


_ Si,--Why do the public rela- 
tions men give the B.B.C. a 
wide berth? They don’t? Then 
how does it come about that so 
much of the stuff coming over 
both on the radio and television 
includes punch after punch below 
the belt at advertising. 

Take the flagrant case of 
“Boyd's Shop” which was tele- 
vised last Sunday evening. A 
moon-faced, ili-educated type 
with a passion for correspond- 
ence courses passing through a 
small trish town sees an empty 
shop. He carries out no market 
research, asks the advice of no 
one—not even the local paper 

but somehow or other gets 
possession. He puts up a mass 
of simple-minded placards, oper- 
ates a coupon scheme—and goes 
broke. 

The local “honest John” there- 
upon observes that he always had 
his doubts about advertising ! 

WALLACE B, GaiMMeR. 
Tunbridge Wells. 


To The Editor... 


‘Coloured lights’ 


Sirk,—Really the Association of 
Optical Practitioners and Mr. 
Black have got a nerve! They 
open an attack on neon signs 
and then they are “very sur- 

rised” by our “sharp reaction.” 
What did they expect us to do? 
Accept all their unfounded 
allegations and say nothing? 

We couldn't agree with them 
more that road accidents are a 
serious national problem. But 
surely we are entitled to ask for 
evidence before we accept their 
allegations that signs even re- 
motely contribute to this prob- 
lem? To merely say, as Mr. 
Black does, that “most motorists 
can think of a number of cases 

. where ‘coloured lights,’ badly 


THIS WEEK 
A preview for “Sarong Day,” 
page 397. 
NEXT WEEK 
Case history on selling to the 
farmer. 


sited, help to make driving more 
difficult” is surely just about as 
weak as can be. 

The indisputable fact remains 
that in no case has it ever been 
shown that an illuminated sign 
caused a road accident. On the 
other hand there is not the 
slightest doubt that many such 
signs contribute to road safety by 
identifying at night and giving 
ample warning of the where- 
abouts of such places as garages, 
hotels and industrial premises. 
These signs are part of the night 
scene in every city in the world, 
and the interests of road safety 


and road safety 


here will hardly be improved by 
any ill-inspired witch hunt 
against all and sundry. 

The need is for more illumina- 
tion on roads at night, not less, 
and it is well to remember that 
an illuminated sign has no bril- 
liant spot glare as with a naked 
street light, as the light given 
from a sign is often diffused and 
of a much lower order. 

We would like to emphasise 
again that none of the organisa- 
tions who are really concerned 
and who should know (namely 
the Ministry of Transport, the 
Road Research Laboratory and 
the Police), considers that illu- 
minated signs are a danger to 
road safety. BERNARD Moss. 
Secretary, 
Electrical 
Association, 
(This correspondence is 
closed.--Editor.) 


Sign Manufacturers’ 


now 


Chilblain copy 


Sin,——During the. recent cold 
spell, some of the dailies took a 
Strict line about certain topical 
copy of mine. It seems that one 
must not recommend any product 
as a means to “prevent” chaps or 
chilblains. 

On reflection this is fair 
enough: the cause, and therefore 
the prevention, of these com- 
plaints is still a matter of con- 
jecture. But I should like to 
see equally ethical standards 
snplied to all advertising. 

A. C. HALLIDAY. 
56 Golders Green Road, 
London, N.W.11. 


Poster selling 


Sin, was interested to read 
the criticism by Stuart Lewis last 
week of the latest Tide poster 
featuring the Red Indian woman 
with three children on her back. 
I could not agree more with him 
when he states that it is all very 
well to produce a poster idea 
which makes people look and 
think, but if it leaves them be- 
wildered they are apt to overlook 
its main message. 

But I feel there is more to it 
than that. I am convinced that 
the public like to associate them- 
selves with an advertisement. 
That is why the Surf poster is, I 
think, likels to sell far more 
packets of Surf than the Hedley 
masterpiece is going to sell Tide. 
Hundreds of thousands of house- 
wives will, in their innermost 


through a housewife’s dreams 


hearts, associate themselves with 
the happy and carefree young 
mother playing with a child with 
the Monday wash in pleasant 
surroundings. They want to 
forget their own often dismal 
surroundings, the back-breaking 
job of washing a sheet, the smell 
of the smalls steaming in the 
copper, and the rush to get the 
midday meal. They want to 
forget their Monday morning 
blues. But how many house- 
wives secretly yearn to a Red 
Indian weighed down with three 
“brats” on their back? 

No, the Surf poster is a form 
of escapism which will sell a 
packet of detergent just as readily 
as the local cinema can sell the 
latest piece of 
from Hollywood. 


make-believe 


To prove this point let us take 
a look at the other posters that 
Mr. Lewis reviews. Every young 
girl setting out for her holiday 
this year will secretly yearn to 
look as attractive as the Slix girl 
on the poster they saw on the 
Tube. fo: prepared to bet a 
large percentage will buy a Slix 
costume in the hope that it might 
work a miracle. 

And Stanley Matthews is doing 
a good job for Craven “A.” How 
many young amateur footballers 
(and millions of football fans) 
wish they had the style and skill 
of genius Matthews. 

Yes, escapism, in my opinion 
is the way to sell the goods. 


PETER JOHNS. 
Plymouth. 


Centenary 
exhibition 


A book and an _ exhibition 
celebrate the centenary of the 
Peterborough Citizen and Adver- 
tiver, a bi-weekly newspaper 
that has been published without 
interruption since 1854—in- 
cluding the period of the general 
strike in 1926. 

The book is called Century 
Story, and is a 64-page souvenir 
booklet, priced at Is., recording 
the growth and development of 
Peterborough during the paper's 
lifetime. Date of publication 
was yesterday (Wednesday), co- 
inciding with a luncheon at the 
Town Hall. 

The exhibition, also opened 
yesterday, will run until March 
6. It is being held at the Max- 
well Art Gallery, Priestgate, and 
on display are thousands of pic- 
tures, unique and historical, 
depicting contemporary life in 
the district. 


BIG TRAVEL SHOW 


IN CARDIFF 


What is believed to be the 
largest travel exhibition ever to 
be held in Wales is now open 
in Cardiff. Organised by Poly 
Tours, it covers 3,000 sq. ft., of 
the second floor of David 
Morgan's Ltd., the departmental 
store. Exhibitors include 
B.O.A.C., B.E.A., Aer Lingus, 
Cunard Steamship Co., Canadian 
Pacific Railways, British Rail- 
ways and many other travel and 
transportation organisations. A 
twice-daily show of colour holi- 
day films by the Polytechnic 
Touring Assoc. Ltd., is proving 
very popular. The BBC. 
Western Region recording unit 
is visiting the exhibition to inter- 
view visitors and exhibitors. 

The exhibition remains open 
until Saturday. 


Creators of 


DESIGN -PRINT- DISPLAY 
Paraday Street, Manchester 1. Tel. Central 4965/6 
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ADVERTISER'S WEEK 


“Is that all, madam? ”’ 


O!” says the lady, “I’ll take one of those as 

well...” and Point-of-Purchase Advertising 

has made another impulse sale. Madam may 
have read your press advertising, seen your posters 
and your films, but it is the reminder at the Point- 
of-Purchase that has finally made the sale. 

Batten, Barton, Durstine & Osborn, the famous 
American Advertising Agents, recently reported that 
80°, of women questioned in shops had made purchases 
additional to their shopping list. 73% of these said 
Display had been the deciding factor. 

We leave you with these thoughts. Do you plan 
right through to Point-of-Purchase when considering 
your advertising campaign? Are you sure you devote 
enough of the appropriation to Display ? 


If you’ve any anxiety about maintaining sales 
upturn in 1954 — we'd like the chance to remove it. 
We’re quite sure we can, if you'll just ring — 


LEQN GOODMAN DISPLAYS ... 


119-125 WHITFIELD STREET LONDON Wr BUSTON 4951 
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Welcome to his world! 


A baby’s world is a very busy one for his mother—and 
a profitable one for you, when you speak to her through the pages of 
WIFE AND HOME. With so many needs to meet—her baby’s, her 


husband’s, her own—she is a receptive reader and a ready spender. 
WIFE AND HOME, her trusted adviser and friend, will carry 
your message to prosperous homes like hers throughout the country— 
at the outstandingly low rate of £180 per page. 


One of the A.P. Group of Women's Monthly Magazines r ee ee “| 


g CERTIFIED NET SALES § 


Wile and HOME | 295834! 


1/- Monthly * Page Rate £180 be oe ee 


A. W. Burnett, Advertisement Director, The Amalgamated Press Ltd., The Fleetway House, Farringdon Street, London, E.C.4 - Central 8080 
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ISBA rebuffed: “Will try again’ warning 


Cinemas say ‘No’ to 
ad audit scheme 


IN THE OPINION OF THE EXECUTIVE COMMITTEE OF 
EXHIBITORS’ ASSOCIATION, 


THE CINEMATOGRAPH 
EXHIBITORS WOULD NOT 


WEEKLY ATTENDANCE FIGURES TO AUDITORS FOR THE 
BENEFIT OF SCREEN ADVERTISERS. 


That represents the present 
deadlock in negotiations that 
have been going on for some 
time between the Incorporated 
Society of British Advertisers; 
the Screen Advertising Associa- 
tion, representing the contractors; 
and the C.E.A. 

The advertisers’ point of view, 
as stated by an LgB B.A. spokes- 
man, is that it was unfair that 
advertisers should be expected to 
go on buying — space 
without or much more in- 
formation ut viewership in 
individual decmes and grou 
than was at present available. 

L. G. Parker, secretary, Screen 
Advertising Association, said 
that his Association had con- 
veyed the wishes of LS.B.A. to 
the C.E.A., whose executive com- 
mittee appeared to think it would 
not be possible to get its mem- 
bers to comply. 


‘No can do’ 
W. L. Fuller, secretary, C.E.A., 
states: “As it is, our members 


have to supply statistics to the 
Board of Trade, and they have 
never been very enthusiastic 
about that. If it were suggested 
that they should send he | figures 
to auditors every week their 
answer would probably be ‘no 
can do!’” 

The C.E.A. are well aware that 
this is not the end of the matter. 
The report of the executive com- 
mittee contains this warning: 
“Such a reply will not mean the 
end of the matter, as LS.B.A. 
may be expected to continue to 
put pressure on the S.A.A. as 
they attach great importance to 
being supplied with what, in the 
newspaper world, one would call 
figures certified cr audited of 
circulation, and which they 
receive.” 


BE WILLING TO _ SUPPLY 


Pressure on 


poster space Sir Miles Thomas recelving a record cheque for N.ABS. 
One of the outstanding 


figures of the poster industry, RECORD ‘TWO FRED S’ CHEQUE 


Cyril Sheldon, of Sheldons 


Lid, Leeds, ' discusses _ in IS PRESENTED TO NABS 


Guest Column on e 382 
Af The Two Freds cricket match last year collected £2,556 11s. 8d. 
7 gag a for the National Advertising Benevolent Society. A cheque for this 


“Unless some solution is record sum was handed by Mackintosh, president of the Fleet 
found,” he warns, “it is going Street Coe — of the 0" | a Thomas, 
to be qacetingly Gian difficult & president of N.A.B.S., a luncheon yesterday 
eae Andrew Milne, chairman of the Club, who presided, stressed that 


the match were the very low 


ADS ON BUSES ‘A MORAL OBLIGATION’ | figure of £102 19s. 34. 


He said the success of the 
The Municipal Journal is applications. Where undertaki event was due to team work and 


urging local authorities not to are ‘in the red’ there isan equally that it would be difficult to 
ignore revenue they could derive strong obligation to ratepayers mention by name many who had 
from advertising on buses. to reduce deficits by any means made a great effort, but he 

In an editorial comment to which may avoid dipping into thought particular reference 
appear to-morrow (Friday) the the general rate fund.’ d be made to “George” 
Journal will emphasise that The Municipal Journal adds: Clarkson, chairman of the Two 
authorities “have a moral obliga- “The content, quality and design reds committee, Dudley Turner 
tion to passengers to examine of outdoor advertising have im- and Ray Nash, who did so much 
every possible source of revenue proved enormously in recent @ Continued in Stop Press on 
before making fares increase years.” back cover 
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Nearly £60 millions spent on press 


display ads in 1953 | 


BIG INCREASES FOR EVERY TYPE OF MEDIA: 
ALL RECORDS WERE SMASHED 
AL records for expenditure on press display advertising 


were smashed during 1953, the total being more than 25 
per cent above that for 1952. All classes of media registered 


Weekly change 
of posters 


The Daily Express “cheerful- 
ness” campaign in which posters 
throughout London and the pro- 
vinces have carried examples of 
work by the Express team of 
cartoonists will finish next week. 

It will have been running for 
six weeks and during that period 
each poster site has carried six 
different posters. They have 
been changed each week. Apart 
from new cartoons the back- 
fone colour schemes have also 

n changed continually to give 
added variety to the campaign. 

Colours which have been used 
have included pale blue, pink, 
bright yellow, orange and 
chrome yellow. 


Finding the 
right man 


Newspaper advertising, | 
though a method in | 
some ways, produces excellent 
results in finding the right 
man for the right job. 

This was stated by C. F. 
Wood, general manager 
London of the Manufacturers’ 
| Life Insurance Company of 

Canada, in an ress to 
Manchester branch of the 
Incorporated Sales Managers’ 
Association. 

He said that the company 
expected to receive about 120 
replies to a situation vacant 
small advertisement in the 
* Daily Telegraph” and about 
60 to a similar insertion in 
“The Times.” 

His company’s reeords 
showed that only one suitable 


substantial increases. 


Recordin this heartening 
news, the editor of The Statistical 
Review of Press Advertising 
writes in the latest issue pub- 
lished to-day (Thursday): “As 
soon as the powers that be de- 
ration newsprint, which I think 
will happen any minute now, the 
newspapers will able to 
accommodate many advertisers 
who have been unable to book 
the space they require... . It 
looks as though everything is on 
the up and up. I anticipate big 
business and big advertising in 
1954.” 

The total expenditure for the 
past year was £59,673,245, as 
compared with  £47,556,375. 
Biggest increase was registered 
by provincial and suburban 
weeklies, whose figure of 
£2,536,123 was 45.94 per cent 
above that for 1952. Even trade 
journals, with the smallest in- 
crease, were 15.49 per cent above 
the previous year. 

No fewer than 26 advertisers 
ont more than £200,000 durin 

e year. They were: She 
Motor Oil and Petrol, £577,789; 
Mars Confectionery, £477,839; 
Tide, £433,520; Persil, £417,834; 
Ford Motor Vehicles and 
Tractors, £406,099; Nestlé Pro- 
ducts, £401,226; C. & A. Modes, 
£386,843; Esso Oil and Petrol, 
£370,752; Cadbury's Products, 
£343,674;  Batchelors Foods, 
£340,150; Kellogg’s Cereal Foods, 
£328,483; Surf, £319,665; Regent 
Motor Oils and Petrol, £311,554; 
British Railways, £306,387; Daz 
Detergent, £302,846; Rowntree’s 
Products, £299,263; Rinso, 
£274,194; B.P. Oil and Petrol, 
£265,821; Dunlo; Tyres, 
£249,385; Horlick’s, £244,150; 
Lewis's Store, Manchester, 
£224,035; Vaseline Hair Tonic 
and Shampoo, £218,971; Quaker 
Oats Cereals, etc, £210,706; 
Gillette Razors, etc., £210,523; 
Hoover Electric Appliances, 
£205,627; Oxydol, £200,824. 

The last quarter's figures were 


@ Continued on page 410 


COMPARISON OF THE 


YEARS’ SPENDING 
1952 1953 
£ £ 


London Mornings .. 

London Evenings .. 

National Sundays .. ee és 
Provincial Dailies .. - oe 
Provincial and Suburban Weeklies 


Trade - 


Total 


—— Am AAW 


16,745,726 
4,061,854 
6,783,517 
8,193,242 
2,536,123 

17,514,518 
1,832,411 
2,005,854 


£59,673,245 
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Fair shares plan for space 
in ‘Woman’ and ‘Illustrated’ 


Owing to the heavy forward 
booking of space in Woman 
and Illustrated, whose issues 
are restricted in size by the 
availabie paper supplies, Harris 
Kamlish, advertisement director 
of Odhams Press, has asked 
advertisers to co-operate in 
reducing the space already 
booked in Woman between 
April 3 and July 31, and in 
Illustrated between May | and 
July 31. 

This will apply to monotone 
only, colour being booked on 
a six months’ non-cancellation 
basis. 

By such a rationing system, 
whole pase bookings will be 
reduced to half-pages.  In- 
formation as to the position 
beyond July will be given to 
advertisers in good time. 

In a statement this week, Mr. 
Kamlish says: “We are sure 
advertisers will appreciate the 
position and realise that we 
desire to accommodate every- 
one as far as is possible. 

“We realise that this will incon- 
venience advertisers, but the 
step was only taken after much 
deliberation and we hope that 
the position will be rectified in 
the not too distant future.” 


Colour half-pages in 
‘Glasgow Citizen’ 


Colour half- 
ing in the 
Citizen. 

“They are proving very popu- 
lar and we are very pleased with 
them,” states Leslie Needham, 
director of advertising, Express 
group. “Three half - pages 
appeared during the early part 
of February and they are now 
oppenems about twice a week. 
Substantial bookings indicate a 
Steady run of these pages.” 

One colour, plus black and 
white, is used. 


ges are appear- 
lasgow Evening 


BOBBING BIRD 


By means of an adapted heavy-duty 

windscreen wiper, t penguin on 

the side of this Leyland Comet ““90"" 

dips its beak into the jar of Penguin 
Fruit Lollies. 


- , “ m : 
“y ~ — T, = 
has 
A 
pS ss nb 
<r i 
That the above letter should be 
safely delivered to Cadburys at 
Bournville is a tribute to the power 
of advertising and the thoughtful- 
ness of the Post Office. The Man 
in the Moon comes from the current 


cocoa poster and the | on the 
right is the Bourn-Vita Nightcap. 


Giving product 
best chance of 
success 


At the annual general meeting 


of the British Sales Promotion 
Association, the newly-elected 
chairman, Norman F. Phillips, 
of the Metal Box Co., Ltd., said 
that the sales promotion execu- 
tive should be in a position to 
guide every aspect of the busi- 
ness from research through 
design to production and sales. 

He should be able to use his 
accumulated market experience 
to channel the efforts of all sec- 
tions towards designing and 
making a product which would 
have the best chance of success. 

The following officers were 
elected: president, Adrian PF. 
Latham; vice-presidents, Briga- 
dier G. V. Palmer, F. Assheton- 
Taylor and W. Alan Taylor; 
chairman of the council, Norman 
F. Phillips; hon. treasurer, A. D. 
Pulsford; hon. secretary, K. R. 
Scrivener; hon. membership 
secretary, Robb Holland; hon. 
press officer, Marjorie Lovell- 
Burgess; hon. reception secre- 
tary, A. F. Moyles; and bulletin 
editor, N. C. Peters. 

The former council members 
were re-elected en bloc, with the 
addition of J. Adams, G. Good- 
win, Lt.-Col. R. Gutridge and 
N. P. Wills. 
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The easy loading of the Gillette 
one-piece razor is demonstrated in 
the new Piccadilly sign. 


. . 
Quick shaving 
in Piceadilly 

A new Piccadilly sign made 
by Claude General Neon Lights 
Ltd. for “Gillette Superspeed 
shaving” is linked with the cur- 
rent Gillette press, cinema and 
poster campaign. 

The latest one-piece Gillette 
razor is featured in the sign 
which is animated to show a 
hand loading the razor with a 
blade from a Blue Gillette dis- 
penser. The dispenser pack is 
also represented by a painted 
Perspex box sign. 

“Gillette” is outlined in Cleora 
light blue tubing with “for Super- 
speed Shaving” in pink. Razor 
outlining is in white with -- 
hand in rose. The sign 
mounted on a panel 8 ft. x 10 ft. 

The sign is sited over a 
chemist’s shop. Dealer aids are 
being made available to back the 
Gillette campaign and Claudgen 
have recently completed an order 
for 650 window neon signs for 
Blue Gillette. 


Award for 
Irish poster 


The Irish national tourist 
organisation (Fogra Failte) has 
been awarded second prize in 
the contest for the best tourist 
poster of the year organised at 
the recent international tourist 
agents’ conference in Rome. 

The Irish poster, “Man S 

Aran,” was designed 
Guus Melai, of Sun Ravertis entsing 
(Fogra Failte’s Irish agents), 

rinted in Dublin by Browne and 

olan, Ltd. 


60 PAGES OF SMALLS 

On Frida March 5, the 
Machinery arket will publish 
the biggest issue in its history on the 
occasion of its 75th birthday. The 
230 pages in this issue will include 
100 pages of additional advertising, 
many in colour. The small adver- 
tisement supplement, with a 
cation of 170 headings, will run to 
60 pages. 
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Newspapers are threatened 
from at least two angles by the 
Pool Betting Bill, the pool 
promoters are contending. 

The Bill, which is being spon- 
sored in the House of Commons 
by Fred Mulley, M.P., seeks to 
compel promoters to disclose 
their financial structure and 
dividends. This would tend to 
accentuate the trend towards 
monopoly in the pools industry, 
say the promoters, thereby 
reducing the number of pools 
firms advertising. 

Hereward Phillips, who is in 


THE POOLS’ SAY NEW BILL THREATENS PRESS, TOO 


charge of public relations for 
the Pool Promoters Association 
campaign, told “Advertiser's 
Weekly” their experts were con- 
fident the facts which the Bill 
would make it necessary to 
reveal would so reinforce the 
attractions of the big pools with 
their huge prizes, that all the 
smaller companies would be 
hard hit, and many driven out 
of existence. Their advertising 
would, therefore, be lost to the 


newspapers, 
He added ey 
considered that if Bill be- 


Sign men forecast 
bright prospects 


SAYER MEDAL AWARDED TO P. E. HALL 


Members and ests at the 
annual dinner of the Master 
Sign Makers’ Association last 
Friday heard:— 

C. E. Hobden (hon. treasurer) 
claim that good employer-worker 
relations and unrestricted supplies 
of materials augured well for the 
industry in 1954; 

R. F. Hall (national president) 
say that the fact that production 
was getting ahead of consump- 
tion in many consumer 
must lead to a demand for more 
and better goods; and 

Lord Mancroft (who represents 
the Ministry of Housing and 
Local Government an the 
pe of Supply in the House 

s) recommend a return to 
the custom of pas up per- 
sonal signs on 

During the sounian, P. E. Hall, 
who has been the Association's 
secretary for seven years, 
— with the Sayer Medal 

or his service to the industry. 


Sir Winston— craftsman ’ 


Mr. Hobden began by pointing 
out that the sign-making industry 
was part of the advertising in- 
dustry, a very important industry 
employing thousands of men and 
having a turnover running into 
many millions. He claimed that 
the fact that timber and metal 
were not unrestricted and that 
sign makers were free to scour the 
world for business was due to 
the present governmental policy 
of freedom of materials 
action under “the greatest crafts- 
man of all times, Sir Winston 
Churchill.” 

The industry was at peace with 
its work people, because it paid 
them on merit and productivity 
and not on a scale pre-arranged 
with some insignificant trade 
union leader. 

R. F. Hall recalled the Asso- 
ciation’s fine record over its 36 

ears’ history and referred to its 
riendly relations with other 
sections of the outdoor adver- 
tising industry. He spoke of the 
importance of what town plan- 


ners called the “street scene,” and 
of the necessity of getting good 
young technicians and business 
men into the industry. 

The lack of imagination dis- 
played in some shop signs was 
mentioned, in the course of a 
witty speech, by Lord Mancroft, 
who said that some of them 
could take a lesson from the 
banks and insurance companies. 
There was a time, he continued, 
when _ Doviou went amenity- 
mad, Obviously there could not 
be same standards for 
Piccadilly Circus as for Parlia- 
ment Square, but much of the 
heart-burning about amenities 
and good taste could be avoided 
by consultations before differ- 
ences of opinion arose, instead 
of afterwards. 

Lord Mancroft was respondin 
to the toast of the visitors an 

ests, proposed by C. F. Harris 

national vice-president). Mrs. 
F. W. H. Cook, wife of the 
managing director of Widd Ltd., 
and Star Solus Sites, also 
responded. 

Daag dinner all the ladies 
tn were presented with 
dividual hand-painted china 


At the Master Sign Makers’ Association dinner, 1. to r.: 


(managin or 2 he Fredk. 
Mrs. Hall; K. 


came law, it might also have 
the effect of turning the search- 
~ ll on newspaper compet- 


“— quoted the case of one 
such competition which claimed 
to have drawn over 300,000 
shilling entries. This repre- 
sented an intake of £15,000, 
although the prizes awarded 
totalled only £2,000! Com- 
petitions were a weekly feature 
of many papers Be - it was 


The weekly notification of 
dividends demanded by the Bill 
would raise other lems, he 


It would not be possible to 
buy newspaper hw: for this 
purpose owing to shortage of 
newsprint. Direct mailing would 
necessitate weekly postings, in- 
stead of the present fortnightly 
ones. This fact, and the extra 
stall work involved, were 
among the factors which the 
promoters contend would cost 
them an extra £4,000,000 a year. 


Branded goods 


week promotion 


Kennards Ltd., the Croydon 
departmental store, is at present 
staging a “Branded Goods 
Week” in conjunction with manu- 
facturers from all over the 
country. Many of the depart- 
ments in the store have special 
displays and demonstrations of 
nationally advertised products. 

Full pages were booked by the 
store in the Croydon Times and 
the Croydon Advertiser. Spaces 
making a composite format have 
been allocated to  exhibiti 
manufacturers and _ editoria 
matter devoted to the event and 
individual exhibitors. 

The tie-up is completed by 
complimentary solus window- 
displays on the main shop front, 
and is intended to stimulate 


shopping interest during an off- 
P coding period. 


R. F. Hall 


B. Hall and Co., Lid.), retirin ng president, with 
. Oldham po nah Oldham Sign Servic 

opus president, MS. M.A. and a Sayer Award 
( 


« Lid.,. Leeds), 
der, and J, Hi. G. Pearce 


tor, Pearce Litd,), chairman, Leneteen: Sign Manufacturers 
rector Signs 
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Floral feature 
of Coventry’s 
annual ball 


Over 500 attended the 
third annual ae ball of 
Soventry Public Association. 

Outstanding } awn of this year’s 
event were 


the 
displays in the ballroom of banked 
pots of daffodils specially co for 


_— 
Association president, Lt.-Col. 
G. J. co the Le Lord Mayor and 


Club News 


Lady Mayoress # Coventry, Alder- 
man and Mrs. H., “resswell, 
the secretary of Coventry Chamber 
of Commerce, V. N. Brailsford and 
Mrs, Brailsford, representatives of 
the Publicit Clubs and Associations 
of Birm leokom Leicester, Notting- 
ham, Oxford, Wolverhampton, and 
of national periodicals and 
journals. 


es 
up Fy TUBNED 


Advertising will develop to 
herp npige degree’ 


managi director, News 
Chronicle and The Star. 
way epeating at the annual 
Regent Advertisi 

Chub ‘of “which he ~' rioine the job 
expansion of advertising 

the Regent Club was going to 

fruit. “Indeed, your yer is 

needed if the full purpose of ad ver- 

— Pp & be achieved,” he 


that the Publicity Club of 
oat now following your 


He introduced as his guest Leslie 
W. Needham, director of advertis- 
~ F London Express Newspapers, 

group, he ar had given a 
lead in advertisi n the past month 
or two which " in advertising 
should greatly appreciate. 


Association, Lt.-Col. 


the Coventry Publicity Long, 
reclving. the Lord Mayor and Lady Mayoress o; ) of Fas Coventry, vA _* Mrs. 


ee, at the Association's ann 


= Hohe are Mrs. 
Mayoress, Selwyn Sharp, chairman o 
Winford and J. E 


. Winford, c 


in this group ( yd 


Clarke, the Lord Mayor, Lt. Pico Long, the 


the pro; py at Mrs. 
man of the 


Merchandise Marks Act advice 


Advice to co se ed gad yo 
tisers on the Marks 
Act was given by Roald "Schofield, 

Schofields 


Association 
Publicity Club of Leeds 
“Don't get nervous " that Gas 


R.T.S.A. and manufacturers of 
sane goods ‘ye have Lp - to 
com together to prevent acdver- 
tising being used by scally- 


Lure of the Rally 


The Glasgow Publicity Club 
heard Maurice B. Anderson, of 
Newton Mearns, talk on the Monte 
Carlo Rally. 


The club chairman, Cecil D. 
. described the past two years 
asa‘ tricky period.” 
“We have been rather harassed 
by pen ¢ difficulties. We are still 
in 


was continually in- 

roblem now 

TS use the 

the full extent,” he said. 

Both Me Waters and Mr. Notley 
were making waet they described as 
their “ will be 


‘Improve packs’ call 
Manufacturers were advised that 
the best —- to fight competition 


and 
re ed 
. & 
) a8 


addressed a joint luncheon meeting 
of the Publicity Club of Leicester 


London 


Rush for tickets 


Formal notice of the Publicity 
Club of London's annual gala at 
Grosvenor House on March 26 has 
not yet reached members, but 
already applications for tickets are 
flowing into the club ices in a 
Steady stream. In the interests of 
comfort, tickets are limited to 900 
and that number is sold regularly 
each year. 

Matching this rush for tickets is 
the —— se by yy vy to an 
appeal for prizes for com 
tition held in aid of NA 
Already more than 60 manufac- 
turers have promised prizes. 


ed 
Simply correct 


ampton Publicity Club, EC 
am uw . 

Mackenzie, a , + of W. §. 
Crawford Ltd., said that simple 
direct sincerity 


writing 
and got the best results. 
Hull 


Kashmir dispute 


General Sir Roy Bucher, Chief of 
Staff to the C.-in-C. India since 
1948, _E* Hull Publicity Club a 

and eventful picture of 
re dispute which had been going 
on over Kashmir since 1947. 


Friday, February 26 

GLasGow PUBLICITY Cuus 
luncheon, Speaker: Howard M. 
Lockhart. 


Pusticiry Cius oF 
Tilleys 


NEWCASTLE 
Restaurant. 


142-150 Wardour Street, Wwe. 
» Marca 2 


ADVERTISING Crus. 


Barrisn ASSOCIATION OF INDUS- 


Pusuicrry Civus oF LONDON 
(public speaking section), Debate 
with Sylvan debating club, 

Ditsptay Propucers AND SCREEN 
Painrers Association (Manchester 
branch). Open forum. Old Nag’s 
Head Hotel, 7 p.m. 

w » March 3 
Berrise Direct Man. ADVERTIS- 
tNO AssociaTiION, “Snags in direct 
mail advertising’ with panel in- 
David 


ADVER TISING DIAR y 


Kendall, 
1 p.m, 

ADVERTISING CLUB OF OXPORD. 
Members’ night. City Restaurant. 
6.30 p.m, 


Thursday, March 4 

ADVERTISING ASSOCIATION 
luncheon. Lord Layton on 
“Britain's newsprint problem.” 
Claridges. 

Pusuictry CLus or Leeps, Major 
Cc. W. Cousland on “New develop- 
ments in typesetting and printing.” 
Great Northern Hotel, 6.30 p.m. 


Friday, March 5 

Pusiicity CLus oF Leeps. Spring 
Fling, Capitol Ballroom, Mean- 
wood. 8 p.m. 

Pusticrry CLus OF PorTsmMoUTH 
and Sovurusea, G. V. Nye on 
“The trends, aims and results of 
Shell advertising through the years."" 
Solent Hotel, Southsea, 1 p.m. 

Pusticrry Civus oF GLascow 
luncheon. R. J. Frizzell on ‘The 
hand and the shamrock."’ 


Chez Auguste Restaurant. 


training is not conducive w good 
commercial art in advertising.” 

IncoaPORATED Sates Manacers’ P 
Association, Ladies’ night. Gros- 
venor House. 


yy it F , Te ay ea ang a ie. i” 
eS. - — WW, -  —e " 
ee) 374 FEBRUARY 25, 1954 
the TOS % ™ “ es , Se es : Ay HDT < ‘ioe - 1 Big ~ :y 
pi & ww 4 i an iL u INAK MRS or v b 
ie Jee 3 se : Ka 4 A , bend we + Oa : 
ba! ANS Bap is: wo : y MGS we ““% “4 = Vi oy WN . S >” | 
oe Ps NEPA SZ ta AUDREY, a 9? Bg 
| ye g-. bs ae = PZ WAR JONES 
id —_~ - ” , 4 
; »/ uf 4 : i ; A i Vice : Vy Pet ; : 
| ee § + a ee | amet: Ba & La oy , ey q mb L 
aa 7 wr . ae wr V2 pow > wy me P 
7) 4, ‘ : -_ (je 7 7 ee a. MOR ¢ \G, 7 Z£ 
~ es STAUNCH. J 4 ~ y y OC - ci seer "ae ag A r ~ - -" 
Ve PAT ; PRANK ) aw oan. CD rt : ROME Po ie oF KK BO f On *. { j 
i j H. i oa) C NOTLEV IE PO DOWIE t 14) 
. bree i sere ee: Be ot : 
ba ~=— .- ie _ LEW ue CLUB ee = ae —— / f S 
-  CiaRraN ; >, oan ao Ue 
! 
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Co-operative plan 
for soft drinks ads 


FINAL DETAILS ARE NOW BEING WORKED OUT BY THE 


NATIONAL COUNCIL OF THE 


ASSOCIATION OF SOFT 


DRINKS MANUFACTURERS FOR A SCHEME OF COL- 
LECTIVE ADVERTISING BY THE INDUSTRY 


A special committee appointed , 


in October, 1953, by the council 

recommended the scheme, 

and once the proposals have been 

settled a brochure will be sent 

to every pee of the Associa- 
tion Fe ining = details. 

rs will be asked 

ede they would support the 

scheme and guarantee their con- 


tributions. 

A strong advocate of the 
scheme is the Soft Drinks Trade 
Journal. In a leader on the sub- 


ject the magazine expresses 
opinion that the 75 per cent in- 
crease in soft drinks sales in 
1949 on the 1939 figure was 
largely inspired by the advertis- 
ing of the Soft Drinks Industry 
(War Time) Association, whose 
co-operative advertising cam- 
paign ended in early 19 

The journal, whose editor 
Kenneth Penn is secretary of 
the National Association of Soft 
Drinks Manufacturers  Ltd., 
describes the scheme as “modest 
in cost... and of real value to 
the local manufacturer, whilst 
also helping the larger national 


distributors.” 

“Give the matter careful 
thought,” the journal urges its 
readers. “Decide to support the 
scheme and look upon it as the 
beginning of a new era in the 
history of the industry in this 
country.” 


NEWSPRINT : 
HOPE GROWS 


It may be possible to remove 
newsprint restrictions next year 
if an additional 100,000 tons are 
imported in 1955. 

Mr. Heathcoat-Amory, Minister 
of State, Board of Trade, said 
this in the House of Commons 
in answer to Cmdr. Donaldson, 
who stated that newsprint manu- 
facturers in Canada would 
welcome the opportunity of re- 
opening their trade with Britain. 
The Minister said: 

“For the current year the 
importation of 200,000 tons of 
Canadian newsprint has been 
authorised at an approximate cost 
of £1! million. Representatives 
of the newspapers have now indi- 
cated that insufficient supplies 
are available this year to permit, 
in their view, the removal of 
statutory control over distribu- 
tion, but that this might be pos- 
sible next year if an additional 
100,000 tons were imported in 


manager, Newsprint 
Company, states: “We have sub- 
mitted our appreciation of the 
situation to the Minister, and are 
now awaiting his reply.” 


Hulton sales 


conference 

Circulation manager Robert 
Royd presided over the annual 
circulation conference of Hulton 
Press at the Connaught Rooms, 
London. The conference was 
addressed by the Rev. Marcus 
Morris, editor of the Hulton 
children’s papers, Jack Har- 


= managing 

liput and Housewife, John 
Myers, TF ne controller, and 
Frank ters, book manager. 

‘ The — ony the con- 
erence a large a 4 of represen- 
tatives visited Prince of 
Wales theatre He saw the Folies 
Bergére revue, “Pardon my 
French.” 


The Scottish tour of the Poster Design Exhibition 
Allen's and the General Billposting Co., finishes at Edin 
27. Sir Compton Mackenzie opened the exhibition at the erchanis i 


Edinburgh, on Monday. T 
Nicoll, general 


Scottish manager of avid Allen's, 


Reekie, oo of the General Bill 


of the Ge Billposting Co., 
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nbargh on February 


photograph shows (left to ite Bul 
er of the General mmpton Macke on Lid. Bull, 
Sir Compton 


st ss J. Ferguson 
wand Bruce, secretary 
as Baillie J. B. Mackenzie. 


How siiediane must cope 
with the buyers market 


Questions which will be answered 
at the Advertising Association's 
21st conference to be held at 
Bournemouth from Thursday, 
May 6, to Sunday, May 9, are 
listed in 


an announcement 
from the Association this 
week. 
“Advertising—the Key to the 


Great loss to advertising 


and journalism 
MANY TRIBUTES TO C. D. RANT 


Many tributes to C. D. Rant, 
who was Editor of ADVERTISER'S 
Weexty from 1948 until a few 
weeks before his death, have 
been received. These have come 
from o isations and _ in- 
dividuals in all fields of adver- 
tising. 

Among the written tributes are 
the following : — 


L. E. Room, director general, 
the Advertising Association— 


t came as a shock to all 
of us here to of the sad 
death of Donald Rant He was a 

wal fara oA eue 
| 


desire to further 
of advertising as a whole. One 
could talk —~ yt » asa ~ yy dis- 


actuated rather a uine 
in p Se 


— on untimely death. 
Ivan chairman, Club 
Develo mittee of the 


Aavenuion, Ae ~ wl 

May I, on behalf of the — 
tising club movement, en pa 
to Don Rant, ww 2 s 
ing has robbed 
club world of a _ oC: 
thusiastic worker, and advetticas 
of one of its best informed men. 


For some I 
Of his and knew "well his quict 


Pubhe sity Club of London. As its 
immediate past-chairman | = 
say how well he organised this 
most important work. Had he 
been spared, he would have made 
an even greater contribution to 
advertising in general and the club 
movement in partic 
Harris Kamlish, advertisement 
director, Odhams Press Le 
I learned not merely to respect 
Don Rant at ¢ man Suto, (orm 
opinion is al 
His foss to you and to the pro- 
fession will be a great one. 
w. W. J. Studd, director, 
Muwreted Pere ag 


of 
AgvenTisen s WEEKLY made 
cent strides d Rant’s editor- 


standing of the A. busi- 


William T. Moss, director and 
secretary, Armstrong - Warden 
Mr. Rant’s genial nature 
oe to us all, and. whilst 
ou have lost an n excellent editor, 

ay shall have lost a generous 
me f 

P. L. Stobo, director, S. H. 
Benson Ltd.— 

I and my colleagues formed the 


@ Continued on page 410 


Future” will be the theme of 
the conference. 
The Bournemouth 
marks the coming-of-age 
Advertising Association confer- 
ences, and the anniversary will 
be used as a fitting occasion 
for stating the achievements of 
organised | 
But the Conference will not only 
or even mainly, be con 
t "will be centred 
orward construc- 
tive plans for the future. 


the conference will be con- 


buyers’ market and how ad- 
vertising must cope with it, 

Do our manufacturers, even in 
these days, put —_ em- 
phasis on the selling , dele- 
gates will be asked. Do we 
use the power of advertising to 
the best effect? Do we use it 
enough? In the answers to 
these questions lie the key to 
the nation’s future prosperity. 

The symbol of the 2ist Adver- 
tising Conference will appro- 
priately be a key. It will 
appear on the conference 
literature and publicity, and 
will serve throughout the pro- 
ceedings as a reminder that 
organised ———— can — 
great portun to ose 
- a appropriate use of 
t. 


Irish Benevolent 


Fund meeting 


The work of a _ provisional 
committee, formed five months 
ago, in planning a Press and 
Advertising Benevolent Fund in 
Ireland was explained to a —_ 

sentative meeting of 
and advertising people he ‘the 
Gresham Hotel, Dublin. 

Gordon Clark, chairman of the 
rovisional committee, Michael 

cInerney, vice-chairman and 
principal representative of 
journalists, and D. J. Garvey 


on. ._ oma explained that 
be supplementary 
oy 1. now existing. 


— . -.. ae ~ 
Pepruary 25, 1954 375 ee : 
> eta 4 ; ; y 7 
PP & : 4 Ba 
: bi mw a lg , gt er : 
; J 7 = ‘ “ jp 
| 3 Ce oy ey — 
} ERG .: Gi a , Stag ‘ “eo ae : 
| _ & ss 2 &. 
; 
" 
. i 
| n 
Among the subjects with which aa 
eC 
| cerned, either in the main : 
or the to 
ae a ae : 
follow, are the coming of the oui 
manner, his ppodeaty, and his 
utter dependebalty. ¢ had been 7 
— for some time the chairman of : 
1s 
A 
; ‘ 
1S 1LeT es i y “ 
Advertising Association went ' 
much deeper than the mere re- a 
a i ~ a ‘ F 
will be greatly missed and Ii ness of advertising. You = ‘a 
should like to offer you and all miss him, and we in organised A 
advertising will miss him. 
| ad ne 
1955 a 
F. P. Bishop, M.P., general z 
| Se ie 


ADVERTISER'S WEEKLY 


Erwin Wasey 
appoint copy 
planning chief 


Erwin Wasey & Co., Ltd., an- 
nounce the appointment of Charles 
Lee Hutchings as director of copy 
planning, and Gordon 


chief 6 ett As reported last 


week, H. EB has resigned 
his ition as copy chief to rejoin 
8. Benson Ltd. Mr. Hutchings, 


a Canadian, came to England in 
1953 to join the London staff of 
Erwin Wasey. He has been creative 
director with Canadian, New York 
and Los Angeles agencies. In 
addition to his new duties, he will 
continue to direct planning in tele- 
vision and radio for the agency. 
During the last war he directed 
radio public relations work for the 
Royal Canadian Air Force in 
England and on the Continent. Mr. 
Bromley has been responsible for a 
number of well known comune 
for leading U.K. advertisers. 

s been a senior creative writer 
with the Erwin Wasey agency for 
the past seven years. 


News A bout 


F. C. L. James, assistant advertis- 


ing manager of T. Wall & Sons, 
Lid., ice-cream and A, products 
manufacturers, has _—; 

years’ 


with a gold watch “ter 
service with his firm. 


* * * 


Leslie E. Gill, since 1947 lecturer 
on the Advertising Association and 
Royal Society of Arts courses in 
advertising at the College for the 
DistribGtive Trades, London, is the 


author Advertisin and 
Psychology, to be published next 
Monday Hutchinson's University 
Librar (8s. 6d.). Mr. Gill, who 
is Sed irector of Morton-Frankland 

pares company of Mortons 
= Cc Frankland, mail order 


advertisers), has served on various 
committees of the Publicity Club 
of London and Regent Advertising 
Club since 1928. 


P, King C. L. Hutchings M. H. F. Eley 
Mark H. F. Eley has joined John deputy circulation 
McConnell & Co, (Advertising) manager of the Daily Mirror, has 


Ltd,-as production manager at their 
Derby office. He was tig re | 
with Bemrose Publicity C 
@ . eye —— son of Harold 
or many years = 
manager 
.» Ltd. 
* . 


W. T. Litchfield, who was with 
the English Electric Company for 
17 years, has poe the licity 
department lectrical 
Industries Ltd. 

* * 


M. has been ap- 
pointed London sales manager of 
the electric motor division, Newman 
Industries Ltd, Yate, Bristol. 
Mr. Reay has been with the com- 
pany for five years as a sales 

incer in the London area. 
Before the war he was with 
Frigidaire Ltd. and the Dominion 
Ru Company. 


pe A - 
Rubber 


* oe * 
W. A. Warden, hon. Aw 
the Young Newspapermen’s 


sociation, and grundson of J. at 
Warden, founder of the Hendon 
Times series of newspapers, has 
become engaged to Joan, daughter 
of Mr. and Mrs. L. Reeves, of 
Burgess Hill, Sussex. 


been appointed manager of Reveille 
Newspapers Ltd. r. Regan has 
been with the Mirror since 1938 
and became deputy circulation 
manager 18 months ago. 

* * * 

Peter Howard Tarter has been 
appointed advertising manager of 
Raleigh Industries of America, a 
branch of the British cycle firm. 
After running Fleet Publishing Co., 
Ltd., in London for five years, Mr. 
Tarter went to the U.S. in 1951 to 
conduct his own advisory travel 
bureau, “Long's of London,” for 
“shoestring” travellers to Britain. 
Joining Raleigh's two years ago, he 
edited their monthly news-sheet with 
a nation-wide circulation to the 
cycle trade, in addition to public 
relations work. 

* * * 

F. C. Hooper, managing director 
of Schweppes, vice-chairman of the 
British Institute of Management, is 
a member of the British .oo—— 
to the 10th International Manag 
ment Congress of the International 
Committee of Scientific M 
ment at Sao Paulo, Brazil. r. 
Hooper will preseat a per on 
“The application of modern man- 
agement techniques in the small 
enterprise.” 


J. Regan 


Percival King has been appomted 
eneral manager of Eucry!l Ltd 
Tepthaseeten. Mr. King recently 
resigned from his position of sales 
and advertising manager, Meggeson 
& Co., Lid., to take up this new 
appointment where he will be 
responsible for advertising in con- 
nection with the agents, Arthur 

night Co., Ltd. 


C. A. Miles’ 40 years 
with Tillotsons 


C. A. Miles has completed 40 
a with Tillotsons Newspapers 
To mark the occasion he was 
presented with a cheque by the 
directors. Mr. Miles became 
London advertisement manager of 
the Bolton Evening News and 
Lancashire Journal series following 
will ’s appointment as 
advertisement director in 1952. 


L. E. Gill 


Graham bape editor of the 
Temple Press weekl ‘Er Banat 
Cycling since 1938, has 
owing to ill-health. Hee is Bn 

é who has been 
assistant editor since 1945. 

a. * . 

John Beard, head of ” radio 
and TV department of G. S. Royds 
Ltd., has returned from the United 
States and Canada where he studied 


for one month sponsored television 
and radio. 


H. 
Princes Press 
Cuttis, secretary 
advertisement 
Mr. Mingay (left) is shown receiving 


W. Mingay, works manager of 
td., recently married 
to 4 
m's manag 
a silver entree dish from 


managing director. 


a * * 

Gerald D. Aubrey is joining 
Creative Journals Ltd. as Midlands 
advertisement manager “for, are 
as from March 1. “has 
been Midlands am 1 for 
Machinery Lloyd for the past seven 
years. 


PR firm appoint senior 


executive 


R. F. Owen has been ap 
senior executive with omas 
Swarbrick Ltd., public relations 
consultants, whom he joined two 
years ago from Fleet Street to 
create and run a news and informa- 
tion bureau. Starting his career in 
journalism on the Richmond and 
Twickenham Times and associated 
newspapers, he joined the Sunday 
Express after being invalided from 
the Navy and has also worked with 
the News Chronicle and a Fleet 
Street news and features agency. 

* a * 

After 23 years as press officer to 
the British Cycle and Motor Cycle 
Manufacturers’ and Traders’ Union 
Ltd., Robert Williamson is relin- 
uishing this appointment on 
une 30. 


inted 


‘Express’ tributes following 24 


yea rs” service 


A. H. Bruce, general manager, 
Scottish Daily Express and Evening 
Citizen, was the guest of honour 
at a dinner at the Central Hotel, 
Glasgow, last Friday to mark his 
24th anniversary with the firm. 
Tributes were paid to him by 
Walker editor, sp ma 
Evening Citizen’: John cLagan, 

ulation manager, edinburgh 
and the chairman for the occasion, 
A. Trotter. editor, Scottish Daily 
Express, here pictured presentin, 
sim with a fishing rod, a box 
inscribed golf balls, and a cosmetic 
item for Mrs. Bruce. 
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Sell the 


Four International Editions of TIME MAGAZINE, 
published in English, circulate once a week in over 100 
countries outside the U.S.A., bringing to more than 
1,800,000 important people the news they need to keep 
abreast of world affairs. 92% of TIME subscribers are 
in business, government and the professions. Of 
these, a big proportion hold top positions, influencing 
the purchase of goods and services for industry 
and commerce, or the trade policies of governments. 


ATLANTIC PACIFIC 


ADVERTISER'S WEEKLY 


man at the top!: 


He’s the man 
who means business 
in the world 


Reach him 

in over 100 countries 
through 

TIME International 


In every important market TIME readers are among 
those who can do more than any others to open 
the doors to your company or products. You can 
buy advertising space in all four editions — TIME 
Atlantic, TIME Canadian TIME Pacific and TIME Latin 
American—or in the editions that cover the areas in 
which you are most interested. Full details from: 
The Advertisement Manager, Time International, 
Time & Life Building, New Bond Street, London, W1 


CANADIAN LATIN AMERICAN 
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Presentation to Clive Barwell after his speech to the Sheffield branch o 


the L.AM.A, 


Left to right: V4 Barwell 


ell, T. E. Townend, R. Russell, 


C. S. Hammond and J. E.. Ortton. 


Praise for ‘Yorkshire Post’ trade 
review at IAMA dinner 


It was encouraging to see that 
in indus to-day modern 
methods of production were 
being adopted more rapidly than 
ever before, Clive Barwell, 
national chairman of the Incor- 
porated Advertising Managers’ 
Association, told the Sheffield 
and District branch of the Asso- 
ciation at their annual dinner in 
Leeds. Mr. Barwell said that 
this was due in no small measure 
to the press, particularly that 
section which had made efforts 
to investigate the application of 
research to production methods. 

“1 think it must be mentioned 
that the Yorkshire Post, in its 
monumental trade review which 
has recently been published, has 
made a tremendous contribu- 
tion,” he said. “The field sur- 
veyed is surprisingly wide, and 


it has covered aspects of indus- 
trial problems that are normally 
overlooked. ~ 


“I cannot fail to believe that 
it will have considerable influ- 
ence in the quarters where it will 
do most good.” 


J. E. Ortton, chairman of the 
branch, said advertising mana- 
gers were fortunate in being 
associated with a _ profession 
which had optimism as its key- 
note. They were limited oa 
by the extent of their own drive 
and energy. He urged that an 
effort be made to enrol more 
advertising managers in the 
Leeds area. 


A casket of playing cards 
manufactured in Leeds and a 
Sheffield steel penknife were pre- 
sented to Mr. Barwell. 


THE CONTAINER 
A SALESMAN 


As the buying blic were 
becoming more “choosey” the 
manufacturer should try to im- 
prove the way in which his pro- 
duct was offered for sale, if he 
could not improve the product 
itself, R. S. Johnson told Glasgow 
branch of the Incorporated Sales 
Managers’ Association. 

In years to come, he added, 
the success of many manufac- 
turers might depend as much on 
the way in which they packaged 
their goods as on the price at 
which they offered them, both in 
this market and overseas. 

“The container is . salesman,” 
he said, “and should be chosen 
with the same care.” 


FOCUS ON PHOTOS 

Osborne-Peacock Litd., Man- 
chester, have produced on behalf 
of Photowork Lid, a brochure, 
Focus on Photowork Ltd., which 
shows, in black and white and 
colour, the many commercial 
applications of that firm's photo- 

phy. The brochure is en- 
| ea by a chatty text and 
humorous drawings. 


Ratepayers query a 


decision on bus ads 
Chesterfield Town Council has 


The request has been made 
by the Chesterfield Ratepayers’ 
Protection Association, which 
sought an estimate of the revenue 
that would have been gained. 

The Council's transport com- 
mittee has replied that “practical 
difficulties” prevented the 
Corporation from proceeding 
with the scheme at present. 


Sports tournament 
by mail 

Entries have been invited by the 
Svenska Telegrambyran of Stock- 
holm for the 3rd_ International 
Sports and Darts Mail Match. The 
events, the 100 metres, long jump, 
5 kilometres road walk, 50 metres 
free style swim and rifle shooting, 
are open to male employees of an 
advertising agency in the world. 
Identical events are open to women, 
except that they will run 80 metres 
instead of 100 


ADS ON THE 
TELEPHONE 


‘A future 
by the 
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TALKING MODELS 


in selling 


voice’ 


"[ HE donger that advertising men might overtook exciting 
new developments in the reproduction of the human voice 
because they were concentrating upon the possibilities of tele- 
vision, was expressed at the last meeting of the Advertising 
Creative Circle by Lynton Fletcher, formerly recorded pro- 
gramme director of the B.B.C., who brought along a full 
repertoire of sound-producing devices. 


Now chairman of Recorded 
Sound Ltd. and the Association 
of Professional Recording 
Studios, Mr. Fletcher recalled 
the pre-war success of “Godfrey, 
the mechanical man,” which 
described its own working during 
an “In Town To-night” pro- 
gramme, and “Lumena, the trans- 

rent woman,” who spoke about 
fer own digestive functions. The 
use of broadcast techniques and 
the quiet conversational voice 
for exhibition purposes was, he 


said, only beginning to be 
realised. 
Telephone success 


He had himself been mere 
at the success of the “publicity 
telephones” —- one had been 
installed at the Advertising 
Creative Circle and was in con- 
stant use before the dinner 
began. At an exhibition where 
visitors had to dial “Tum” in 
order to hear the voice of “Mr. 
Tum” bright! declare that 
mustard aided digestion, the diffi- 
culty had been to keep the six 
telephones serviced because they 
were in constant use. He had 
known queues of women form 
behind a telephone in order to 
hear the voice of a popular 
writer deliver the briefest of 
advertising messages. 

There were, he thought, great 
possibilities in the field of 
“advertisements over the phone” 
because where they had been 
tried the success had been 
marked. The attraction of hear- 
ing “Lady Blank” describe how 
a face cream had changed the 
entire course of her life for the 
better merely by dialling an easily 
remembered number, seemed to 
him to be packed with advertis- 
ing potential. 

Predictions 


Peering into the future (and 
what he saw did not strike him 
as being so very far away) Mr. 
Fletcher picked out three possi- 
bilities as being notable. 

Firstly, the use of stereo- 
phonic sound in window and/or 
exhibition displays. In this, the 
objects in the window would 
describe themselves, exchange 
conversation with one another, 
and the voices would in each 
instance appear to come from 
the individual objects. 

Secondly, the use of» an 
attractive mechanical model, 
seated or standing, at a store 
entrance to speak to passers-by 


Talking Cube—his lips move to 
simulate the message. 


about the clothes she was wear- 
ing or the gadget on a table 
before her was both “traffic- 
stopping” and persuasive as a 
selling medium. 

Thirdly, there was the kind 
of novel description that could 
be arranged for mechanical 
moving rts, @g., a movin 
crankshaft groaning for want o 
a little oll Se » fs 
administered . . . and the sound 
changes to one of grateful thanks 
to “Blank and Co.’s oil which 
never fails to produce smooth 
running.” 

A talking model of “Mr. 
Cube” (whose lips simulate the 
actual movements of the sounds 
uttered) had cost some £4,000. 


Gold medal layout 


competition 

Judging of entries for the British 
Federation of Master Printers’ 11th 
gold medal layout competition is 
now being concluded and the final 
results will be announced on 
Thursday, March 11. ; . 

The exhibition of winning entries 
will be on public show from thi 
day until March 24, and there will 
also be a private view at the Con- 
ference of Young Master Printers 
at Buxton from March 5 to 8. 

After March 24 it will make a 
tour of printing all over the 
country. 


His claim to fame 
When Charles Eade, editor of } 


naught Rooms, London, he said he 
hoped he would be best remembered 
for his editing in book form of 
the War Speeches of Sir Winston 
“that will never dic.” 


”" he said, 
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competition was won by Masius & 
‘ Fergusson of London. 
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So we all thought 
’ ciaee ~ 

we’d go to Spain’’, he said ‘ 
= 

When are they going? © 

Not until next August, but they’re making their plans in advance. 2 

First time abroad, I suppose. F 

Yes, except when he was in the Army. And he’s been talking about taking = 

the family ever since. Some of his friends at work have been to France zx 

several times, so he thought they would be different and go to Spain. Fd 

It’s a wonder to me how so many of them can afford it. = 

Oh, I don’t know. What with overtime, he probably knocks up fifteen or fe 

sixteen pounds a week, and he hasn't got the overheads that you and I have. = 

So when his family make up their minds they want something, they just 4 


save up to get it. 
Food for thought, really, isn’t it? 


It certainly is. They're the people with the money to spend nowadays. 
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THE DAILY MIRROR 


at 


With the biggest daily 
net sale on earth 

the Daily Mirror 

offers the most 

powerful mass market 
coverage in the history of 
daily newspapers at the 
lowest square inch per 
thousand rate of all 
national dailies, 


When planning 
your schedules you — 
MUST include 
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Survey reveals what universit 


students are reading 


A survey into the reading habits of university students has 
Colleges 


been carried out by the Durham 
studies at the University of Durham. 


’ department of social 
It revealed that the 


“Manchester Guardian” is the most popular daily during term 
time; that the “Observer” has a commanding lead over all other 
Sunday papers; and that “Punch” is the favourite weekly. 


Knowledge on 
the pack 


Information on “the cow that 
gave the most milk,” “the world’s 
cleverest juggler,” “Britain's 
rarest penny,” and “the coldest 

ace on earth,” with colourful 
illustrations are in the first of a 
new series of strips for the 
Welgar Shredded Wheat packs 
which have just reached the 
market. 

Artists responsible are George 
Woodman and Roy S. Cunning, 


and the art-work was completed - 


at the studios of A. E. Johnson 
& Co., Ltd. “Ideas-man” be- 
hind the scheme is Norris 
McWhirter, director of McWhir- 
ter Twins Ltd. 


‘I SPY’ A NOVEL 
PRINTING METHOD 


An unusual method of colour 
printing will be employed in the 
annual of the News Chronicle 
I-Spy Tribe, which will probably 
be produced in the autumn. The 
covers and 16 inside pages will 
be in four colours, with the 
remainder of the 128 pages in 
two colours, different in each 
section. 

Provisional selling price is 5s. 
Slips advertising the annual will 
f° into the 6d. I-Spy books sold 
rom Easter onwards. 


Sidney-Barton moves 


Sidney-Barton Ltd., and Jessica 
H,. Maxted Ltd., have moved to 
larger premises in Field House, 
15-25 Breams Buildings, E.C.4. 

R. B. Williams-Thompson is 
managing director of the former 

blic relations concern and a 

irector of the latter. §S, T. 
Garland is chairman of Sidney- 
Barton, Lid., and a fellow direc- 
tor is Admiral Sir Charles Daniel 
(chairman of the Government's 
Advisory Committee on Tele- 
vision). 

Other directors of Jessica H. 
Maxted Lid. are Mrs. Maxted 
and Frank O’Shanohun. 


Blighty, Eagle, Knock Out, 
Reveille, Tit-Bits and Wizard 
also have their share of readers. 

Claiming to be, “we believe, the 
first attempt in this country to 
examine closely the reading 
habits of a relatively homogene- 
ous group of people,” the survey 
shows that in term time, about 
one student in seven reads no 
oy paper regularly, one in five 
reads one, nearly one-half read 
two or three, and one-fifth more 
than two or three. Although 
both men and women read fewer 
Sunday than either daily or 
weekly papers, the men like 
dailies most and the women 
weeklies. 

There are prominent differ- 
ences between term and vacation 
reading. Although the Manches- 
ter Guardian has the greatest 
number of readers in term time, 
with the Telegraph and The Times 
second, during vacations the list 
is headed by the Telegraph, 
Daily Express and Daily Mail— 
the Manchester Guardian falling 
to fourth place and The Times 
to ninth. Among Sunday on 
the Observer retains the lead 
during vacation time. The News 
of the World falls from sixth 
place, during term, to ninth 
during vacation. 

That journal and the Sunday 
Chronicle and Sunday Dispatch 
are read more than twice as 
much by science students as by 
art students. After Punch, the 
most popular weeklies during 
term are Picture Post, Illustrated, 
and the Listener. 

Although the aggregate reading 
of weeklies falls from term to 
vacation, the number of those 
personally bought by the students 
increases during vacations, the 
increase being spread fairly 
evenly throughout the whole 
range of papers read. The 
Listener and Picture Post are 
the most frequently bought 
weeklies both in term and in 
vacation. 


ONE FOR THE ROADS 


Camberwell’s public relations 
committee has s ited a : 
brochures on work of the 
borough council, the first to be on 
its roads. 
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British Nylon Spinners Ivelpak stand with (right) a similar stand folded 


ready for dispatch by road, rail or sea to t 


next exhibition. 


Stand folds into packing case 


New additions are being made 
to the Ivelpak range of folding 
exhibition stands introduced 
some two years ago by C.D. 
Productions Ltd. The stands 
foid into sturdy packing cases 
ready for transportation. 

The City Display Organisation 
claim that the stand can be 
erected by one man in five 
minutes. Some of the stands in 
the Ivelpak range have travelled 
the British Isles for 12 months 
and have returned to the She 
herds Bush headquarters of the 
organisation with hardly a 
scratch. 


Standard design 


The standard design gives over 
60 cubic feet of storage space 
when the unit is closed and over 
100 square feet of illuminated 
display space when it is opened 
up. When in transit all the dis- 
play areas are folded inside the 


outer case and are completely 
protected. 

Latest and one of the most 
lavish Ivelpak stands to be pro- 
duced is one for the British 
Nylon Spinners. The central 
feature is an illuminated ani- 
mated display demonstrating the 
production of nylon. 

Philips are using an Ivelpak 
stand for their Philishave electric 
shavers. It incorporates sockets 
for plugging in their shavers. 


Rejafix jubilee 
exhibition plan 
The Clark Matthew Business 
Promotion Organisation has been 
appointed to e over the publicity 
and promotion of the full range of 
Rejafix printing machines through 
out the world. Clark Matthew is 
considering plans for a _ jubilee 
exhibition at which the full range 
of machines, from the earliest pro- 
totype to the latest electrically 
driven model, will be on display. 


LESS ‘KID-GLOVE APPROACH’ SALES 
PROMOTION MANAGERS ADVISED 


“Sales promotion as I see it is 
a horizontal, co-ordinating in- 
fluence,” said John Houghton, 
car and truck export sales 
manager of Fords, speaking at 
a meeting of the British Sales 
Promotion Association. 

British sales promotion was the 
only co-ordinating element 
other than top management 
which could roam at large 
through what he described as 
“watertight compartments and 
organisations.” 

He continued: “Sales promotion 
managers should be the 


trouble shooters of their 
organisation. They can have 
the whole wealth of their 
organisation’s knowledge and 
experience at their fingertips.” 

They needed to ally that with 
rather more of the barrow boy 
technique and a little less of 
the kid-glove approach. 

In locating markets overseas they 
had to consider not only 
established markets but also to 
go out into the hurly burly of 
the rough market and really do 
some hard selling in the face 
of stiff competition. 


ABC. Figures 
July to Dec. 1953 


CAMBRIDGESHIRE TIMES GROUP 
65,459 wi, 


ve: W. H. WALMSLEY 


London Representati 
69 Fleet Street, E.C.4 


Northern Representative: ARNOLD ELLIS 
64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Central 9353 
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taking it to the miners... 


ADVERTISER'S WEEKLY 


te: ‘ het rs . 4 


u/ You can’t send your salesman with the shift going down to the 


coalface, but you can get your message over to the thriving mining 
communities, simply and surely, with the help of David Allen Poster Sites. 


BRP alstay mated: lta eu 


Of course, the miner isn’t the only worker who now commands 
greater purchasing power than ever before . . . the same is true of most 
industrial workers, and it is precisely this section of the population 
which forms the bulk of the audience for posters on David Allen Sites. 


If the industrial mass market is your market, this is the way to reach it, 
David Allen Poster Sites give complete coverage 


of Scotland, North East and North West England, 
North Wales, Northern Ireland and Eire. 


David Allen & Sons Ltd., 7 Buckingham Palace Gardens, London, S.W.1. 
Telephone: SLOane 0711. Telegrams: Advancement Sowest London. 
Area Offices in Glasgow, Edinburgh, Newcastle upon Tyne, Liverpool, Belfast, Dublin. 
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COMMENT 


YOU CAN HELP 


“There, but for the grace of God, 
go 1.” This relieving thought 
must surely pass through the 
minds of most of us from time 
to time when we see or hear 
about someone who has fallen 
out of the march of life. Not 
all can carry on with a balance 
of health or luck or merit. 


This is as true in advertising as 
in any other profession, 
business or trade. It is equally 
true that many of those who 
avoid the overdrafts are con- 
scious of their good fortune, 
and remember their fellowship 
with those in adversity. 


Proof of this was evident yester- 
day, when a rec cheque 
resulting from last year’s “Two 
Freds” cricket match organised 
by the Fleet Street Column 
Club was presented to adver- 
tising’s own charity, the 

Benev- 


National Advertising 
olent Society. 


New ways of giving 


already give to N.A.B.S. in 
other ways-—with annual sub- 
scriptions, purchase of tickets 
for charity shows, and so on. 
Willing hands, bless ‘em, are 
ever dipping into the same 
ts. But may their number 
multiplied; may those who 
have still to give, or whose 
giving can be doubled, become 
conscious that in their case too 
“There, but for .. .” 


He gives twice who gives quickly. 
New ways of giving can always 
be contrived. Just recently a 
prominent agency chief amen- 
ded his will. Let us hope he 
lives long to enjoy his success 
and his retirement. Eventually 
N.A.B.S. will benefit. What he 
has done others can similarly 


A job for 1954 
N.A.BS, ay can swell its own 


Rightly, N.A.B.S. has been called 
the most worthwhile job in 
advertising. Let's all get on 

with that job in 1954, 


Space—the limiting factor 


At long last poster advertis- 
ing is really coming into 
its own. I do not think there 
has ever been such a demand 
for space as at present. 


This demand is not only for 
space to used now, or at 
some early date, but for space 
to be booked for using months 
ahead. This is a very gratifying 
state of affairs and is partly due, 
I think, to Be grapapate dams done 
by both individual firms in 
industry as well as by the 4. 
associations. 

The situation, however, has its 
difficulties. Let me first of all 
point out one of the main altera- 
tions that has taken place in the 
poster industry. 

Up to about 1938 the majority 
of contracts were for a period of 
13 weeks, the percentage of such 
being about 78 of the total num- 
ber placed. Orders for 52 weeks 
were in the region of 12 per cent. 

To-day these figures are com- 
pletely reversed. 

In addition, a goodly number 
of contracts are now for 52 
weeks and “until countermanded.” 

It is very nice to have these 
contracts, t the practice has 
spread so much that they have 
become somewhat ae 

For example, suppose Mr. A 
places a firm contract for 52 
weeks, which is due to expire at, 
say, December 31, then Mr. B 
comes along with a contract to 
commence January |. Under 
ordinary circumstances Mr. B 
could have the space to be given 
up by Mr. A, but suppose Mr, A 
wishes to extend his contract for 
another period, and there is no 
other vacant space—what then? 

Somebody is going to be dis- 
appointed. He may be a new- 
comer to poster advertising and 
the industry may lose a poten- 
tially good poster-user. 

Not all products are ideally 
suited for  all-the-year-round 
advertising, and it is becoming 
increasingly difficult to fit in the 
man who only wants 13-26 
weeks. Then there is the case of 
the advertiser who wants a 


moderate display all the year 
round with a reinforcement at 
specific periods. 

Now, what is the solution? 
What the poster industry must 
do is to try to devise means 
whereby it will be possible to 
give every present, or potential 
poster-user a fair chance for a 
display, and at the time he 

uires it. 

he man who wants a 52- 
weeks’ display can en | 
sell his goods al] the year round. 
Would he be greatly affected if 
he was temporarily off the hoard- 
ings for a few weeks with, of 
course, the understanding that if 
all the space, or even a portion 
of it, has not been let at the end 
of the period, he could continue 
if he wished to do so? 

Obviously the hoarding owner 
tries to have his space let for 
the maximum period in every 


year, and is continually working 
to this end. In addition, he 
wants to be able to accommo- 
date all who wish to use his 
space, but s being the limit- 
ing factor, he can only let that 
which is unlet, no matter how 
anxious he may be to oblige. 

Complicated as matters are, 
there is a further problem to 
consider and that concerns the 
printing order which a poster 
campaign involves. The prepara- 
tion of a design and the printing 
of the subsequent posters may 
cover a fairly long period, which 
might be as much as six months 
or longer. 

I think it will be seen that 
unless some solution to the 
roblems enumerated can be 
‘ound, it is going to be exceed- 
ingly di t to accommodate 
the seasonal or the new adver- 
tiser. 


To-morrows TOPICS 


© The Family Planning Asso- 
ciation is receiving good 
support from its area federa- 
tions for a scheme to pub- 
licise its work. A national 
advertising campaign may 
begin in the autumn. 
Advertising on a substantial 
scale to promote sales of 
fresh fruit and vegetables 
is now being planned by the 
National Federation of Fruit 
and Potato Trades. A fund 
has already been established 
for initial expenditure on 
planning the campaign. 
A leading cycle manufacturer 
who for some years has been 
concentrating heavily on the 
export market will soon 
switch sales emphasis to the 
home market. Heavy adver- 
tising is planned to regain 
sales lost to rival concerns. 

® Next development in the 
detergent field is expected to 


be the introduction of a 
synthetic detergent bar soap. 
Two giant combines in the 
United States are investigat- 
ing the possibilities. 

® Suggestion of a secondary 
source of revenue, in addi- 
tion to advertising, is still 
thought possible when the 
Bill to allow competitive 
television is introduced into 
the House of Commons. 

® Study of the trade press 
shows an increasing volume 
of advertisements announc- 
ing record-breaking con- 
sumer campaigns for the 
spring. 

®A stronger call for well- 
planned, international adver- 
tising in world-wide Yusiness 


ROUND TABLE 


ON YOUR APPROPRIATION 


] 4 CAPITAL RETURN 


INVESTORS’ 
CHRONICLE 


GEORGE BULLOCK 
ADVERTISEMENT MANAGER 
ll, GROCERS’ HALL COURT, E.C.2 


MON. 8833 
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you can put 
your shirt 
on it... 


From less than 80,000 to over 3,750,000 
in just over six years! That is the amazing 
sales record of WEEKEND REVEILLE. 
And as public demand for Britain's 
brightest family paper has increased, 
so has the demand for its advertising 
space. Advertisers know that with every 
advertisement more and more prospective 
customers are reached, and it is those adver- 
tisers who had the foresight to get in on the 
ground floor who have come off best. Now, 
with WEEKEND REVEILLE sales well on 
the way to four million, the demand for space 
far exceeds availability. 


HENCE MIDWEEK REVEILLE 


> 


This time advertisers are not hanging 
back. They know they’re on to a good thing. 
With a column inch rate of only £3.10.0, 
MIDWEEK REVEILLE is certainly a won- 
derful proposition. And, once again, you can 
be sure of this—every time you advortise in 
MIDWEEK REVEILLE, you're going to 
reach more and more prospective customers. 


Yes, Midweek Reveille is going over BIG 
... you can put your shirt on it! 
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Review of Advertising 


Give it a name! 


iy HAS long been in the back 
of my mind that we need 
a new name for the kind of 
publicity represented by these 
efforts for Northern Assurance 
and Wellington Tube Works 
efforts which, incidentally, are 
a deal more creditable than 
most of their sort. 

Where there is no attempt at 
all, however feeble, to provide 
any useful information or to per- 
suade anybody to do anything, 
after studying the thing, how can 
the name “Advertising” possibly 
apply? 
ooking into my mind for a 
name, I am reminded of what 
used to be called “trade cards” : 
little advertisements measuring 
about one inch by two with 
simply the name and address of 
the advertiser and a statement 
of his calling. They still crop 
up in a few trade journals and 
“—- and sporting newspapers. 

he efforts we see here and 
hundreds like them are glorified 
trade cards, swollen up out of 
all proportion to their powers 
of persuasion, but we really need 
a new name for them. 

In my youth a few people used 
the name “Institutional advertis- 


ing.’ 

The difficulty in finding a name 
is caused by the need to distin- 
guish between advertisements 


such as these and—for example 

many Guinness advertisements 
that might seem equally uncon- 
structive when seen in isolation 
although they actually all wofk 
together to create an apparently 


The copy of the “Pyramids of Egypt’ advertisement, in Copytaster's 


By COPYTASTER 


unshakable 
people’s minds. 

It is particularly sad to see 
such a fine effort as the Northern 
Assurance people’s photograph 
wasted, as | consider it to be, 
by the absence of any urge to 
action, any helpful information 
and T° above all——any 
attempt to help the reader trans- 
late this whimsical picture in his 
own mind into a real image of 
disaster in which he can identify 
his family and himself. 


Touch of sentiment 


All my experience leads me to 
believe that life insurance adver- 
tising needs long and mainly 
informative i A touch of 
sentiment is helpful—perha 
even essential—but only as the 
thinnest of sugar-coating on the 
S of facts. For people don’t 
now the facts. Many don’t even 
know that 


impression on 


the premiums will 
grow bigger and bigger as they 
row older if they don’t act now. 
‘hey don't know the difference 
between endowments, annuities, 
single-payment life policies and 
insurance against sickness and 
injury. If Lloyds Bank find that 
there is a demand—as_ there 
surely is-—for a booklet on such 
a simple matter as the way to 
open a bank account, imagine 
how much greater is the need for 


information about ways ‘o 
choose the right type of 
insurance! 


Now look again at the picture 
of the Northern Assurance adver- 
tisement. Most advertising 
ce will tell you without 

esitation that it is a mistake to 
use a “negative” appeal. They 
say that people close their minds 
to thoughts of unpleasantness and 
disaster, and this is certainly a 
reasonable point of view, 
although a good deal of copy 
research has seemed to show that 
a picture of the consequences of 
not using a product or service 
usually attracts more readers than 
a picture of satisfied users. In 
any case a realistic picture of a 
father lying dead in the bosom 
of his sorrowing family would 
be unthinkable, 


opinion, is a “gem of inconsequence.” He thinks that the advertise- 


ment for Suchard Milka is a case of a good idea going wrong. 
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You'll be on good terms with the 


NORTHERN 
ASSURANCE 


COMPANY LIMITED 


Too many readers, believes Copytaster, will see the point of this 
picture without ever feeling the slightest touch upon their heartstrings. 


By using these puppets the ad- 
vertiser has made the unthinkable 
not only feasible but positively 


charming, and the attention- 
value must still be enormous. 
But to call the attention of 


readers to nothing more helpful 
than the name and address of 
the advertisers and size of their 
assets is indeed to provide a 
costly anti-climax. 

Of the Wellington Tube Works 
advertisement one can say only 
that the picture is well drawn. 
Even the typesetting is ugly, with 
its half-hearted and ill-fitting 
initial and orphaned part-word 
for the last line. The name- 
block is a horror, of course, and 
if the advertiser is convinced of 
its talismanic properties he 
should have the courage of his 
convictions and print it larger. 
A penalty of such name-blocks 
is their mn | and this must 
be compensated by extra size. 


No sleepless nights 


The copy is a gem of incon- 
sequence. All the first column 
is a resumé of the history and 
size of the Great Pyramid, and 
the rest of the copy reads: 


The Wonders of the Modern 
World will be chronicled by 
posterity and will reveal the 
indispensable contribution of 
steel tubes to these achieve- 
ments. 

I can hardly imagine Mr. 
Accles and Mr. Pollock tossing 
and turning sleepless on their 
pillows with envy or fear of this 
particular prediction. 

This Milka-cow of Suchard’s, 
or another built on very similar 
lines, looked splendid as a big 
poster on a Swiss railway station, 
but the whole illusion seems to 
be 16st in this little press adver- 
tisement. Whether the lack of 
colours or some shortcoming in 
the sketch is to blame I do not 
know, but instead of a charming 
conceit that left one with food 
for thought this looks at first 
glance like a bar of chocolate 
in front of a singularly ugly and 
fat-headed cow rather than a 
sympathetic cow with a chocolate 
torso. 

Perhaps it can’t be done in 


black and white, but the idea is 
so gay and sensible that it would 
be worth trying again. 


Haslam Mills 


HAVING studied with absorbed 
attention the letters from readers 
about Haslam Mills and his copy 
I would like to have my say. 

Haslam Mills was a pioneer of 
copywriting. He was one of the 
first to recognise openly that the 
first task of advertisement copy 
is to be read by large numbers 
of customers. He was one of the 
first to say that the style of copy 
as well as its content had an 
important effect on readership. 
To suggest that his copy con- 
sisted of literary tricks is sheer 
balderdash; much of it—indeed 
almost all of it—gained its effect 
not by literary tricks but by the 
brilliance of his imagery, the 
knack of selecting the right but 
startling word, the economy 
of adjectives and the warm 
humanity of everything he wrote. 

That he sold the goods and 
sold them vastly is unquestion- 
able, for his copy was head and 
shoulders above its rivals from 
every point of view. But the 
fact remains that his copy was 
aimed first, last and all the time 
at the ready readers of the upper 
and middle classes. 


When rowdier advertisers 
with their comic _ strips 
appealed to people who could 
see piciures but scarcely read 
their captions it became abun- 
dantly clear that Haslam Mills 
was too good, too sincere, and 
if you like the word too high- 
brow for the majority. 


This is not to criticise nor to 
condemn him. To use such a 
man to appeal to the mass 
market would be using a razor 
to cut cheese. 

Haslam Mills was in his par- 
ticular field, the nonesuch. He 
was personally the most cour- 
teous and delightful friend of 
even the greenest of cub copy- 
writers. It is with more pleasure 
than surprise that I welcome the 
success of his son Hugh Mills’ 
play at the Savoy Theatre. With 
suc 


blood in his veins the boy 
could never fail. 
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The farming paper that is 
setting the pace takes 


Completely remodelled . . . more convenient 
page size . . . new 4-column format . . . more 
pages, more pictures ... new features... new 
ideas . . . better printing on better paper 


N March Ist Dairy Farmer will a r as a vigorous, will be printed on heavier paper with better pictures, more 
up-to-the-minute, down-to-earth W paper to help pages, new features, new ideas, more down farm 
every dairy farmer, large or small, meet—and beat— articles and an Information Service second-to-none in the 

the coun problems they now have to face in a free farming world. 

economy. The NEW Dairy Farmer will be more than a Guaranteed minimum circulation for the first issue will 

paper. It will give readers more practical information, be 60,000, but the page rate for advertisements will remain 

more guidance, more personal help than has ever before unchanged for the moment at £70 per page (£90 | 
been attempted. We believe it will become the most matter) and pro rata. The slight! y smaller page size 

—y ~y wy By in this country. We believe it will be more than offset by considerably higher circulation. 

the paper that every dairy farmer and every herdsman Dairy Farmer has achieved its present circulation, 
= regularly read from cover to cover. reputation and influence on merit. ublicity and sales 
maller and more convenient in size, with a new, more promotion have played little part in tting this 

me four-column format, the NEW Dairy Farmer where it is. Now it starts its first real circulation d 


Minimum 


60,00 


GUARANTEED 
CIRCULATION 


The introduction of this NEW Dairy Farmer 
is only part of our plan to increase the influence 
and circulation of Britain’s best and brightest 
farming paper. Large-scale press advertising and 
direct mail publicity will be used to introduce 
the new paper to all dairy farmers and herdsmen 
throughout the country. 
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Calendars again—the second 


lot were notable 


At a time when we judged 
the calendar tide to have 
turned a survey of the more 
outstanding items to reach this 
office was published in the 
issue of January 7 (page 18). 
The week following the waves 
—< over us again—and 
pt on so that it seemed as 
though Christmas was once 
again merely round the corner. 
Curiously, this second flood 
contained some of the best adver- 
tising calendars of the season. 
Take (as all who could did) 
the large production from the 
British Colour Printing Co., Ltd., 
reproduced here. T texture 
the pyjama suit worn by the 
little girl appears in the picture 
so faithfully that it hardly seems 
to be print at all, The human 
race being what it is, this will 
al to anyone living any- 
where between the sedate avenues 
of Cheltenham and the lower 
a ~ districts of Viadivostock. 
By the We the main drawings 
on the Whitbread calendar noted 


So first rate advertising 


ADVE 


reached 


calendars 
TISER’S WEEKLY foliowing publica- 


tion of the survey in early January that another 


in the earlier survey were by Eric 
Fraser. 

The date-keeper from the Wig- 
gins Teape Group is of super 
quality. Some 21 inches wide by 
20 inches deep there is a mont 
to a page but each is dominated 
by a beautifully presented print 
of some facet of the London of 
around 100 years ago. Each 
page is quite free of advertising 
message except the “Gateway 
trade mark modestly imprinted 
along the top, 

“Austin—you can depend on 
it!” is the message running along 
the bottom of each page of the 
item issued by the Austin Motor 
Co,, Ltd. This is the company’s 
eighth annual calendar and again 
presents scenes from the 
“England of Austin.” The colour 
plates were taken from photo- 
m s by J. F. Bramley and 

. G. Shipman, This attractive 


[ite aay pe 


A: *O*by sgg* 


Mesicrn Mail 


AND SOUTH WALES NEWS 


The NATIONAL Daily of Wales 


HEAD OFFICE, CARDIFF. 


TEL. 33022 


ADVERTISEMENT MANAGER, R. H. HARRISON 


LONDON OFFICE, 176 
MANAGER: GEORGE J. STUDD. 


FLEET STREET, E.C4 
TEL. CENTRAL 469! 


review is called for. 
Calendars, if well 
have a 
powerful and 
general goodwill 
Taian which is re- 


From the bleak 

shores of an Asian 

Power to the lush 

pastures of the 

West Country this 

picture will exert 
its appeal. 


compilation was produced for 
Austin’s by S. H. Benson Ltd. 
A striking calendar demonstra- 
tive of the silk screen’s virtuosity 
came from Clifford Publicity 
(Displays) Ltd. Screen printed 
by the corgragne method and 
using 10 colours, about 15 
colours were actually obtained. 
The detailed black stencil was 
photographic from a unaine. 
From the Netherlands Embassy 
came a first-rate production to 
emphasise the art of Jan Luyken 
the wisdom of trading with 
that country. A month to a 
ge, each modern scene of 
Jutch commercial life was 
masked by a reproduction of a 
Luyken work. reproduc- 
tions (which can be separated 
from the whole) are captioned 
with up-to-date facts and figures 
about the Netherlands. 


The virtuosity of the modern 
silk screen technique is demon- 
strated by the calendar issued by 
Clifford Publicity (Displays) Ltd. 


The colours used by the 
Turkish Press, Broadcasting and 
Tourist Department may not 
appeal to everyone but they 
would get high marks from 999 
out of 1,000. The August page 
depicts a firework display at the 
Izmir International Fair; it is al- 
most certainly too good to be true. 

One can sit back and take in 
the entire year (moon phases and 
all) if upon the wall is the pro- 
duction from John Edgington & 
Co., Ltd. Every day of the year 
is itemised on the card. Below 
(left) is a month to a page sec- 
tion; centre, is a day block— 
and right is a complete 1955 set- 


Outstanding in the humorous 
calendars was this item from 
Turner Bros, (B'ham) Ltd. 
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Unusual 
opportunity 
or top-line 
copywriter 


One of London’s largest agencies 


is looking for a top-line copywriter who wants 


full scope to develop his own creative ideas, 
This is a particularly interesting job 


of a kind that doesn’t often occur. 


The agency’s existing copy staff have been 


informed of this advertisement. 


. pi 


Write Box No. 6880 Advertiser’s Weekly 180 Fleet Street EC4 
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Fer see a seal 
SON 


? 


Is there something up his sleeve, will it leap out of his 


shining topper—or is it just an aquarium behind closed 
curtains? Whatever it is, he’s got his audience! A seal is 
exciting! 

Seals such as we make — jewelled, embossed, brilliant — seals 
for boxes, packs, anything you have to sell—are just the 
things to catch the eye of the beholder, trap the wandering 
attention, stimulate interest, get in before the others! 


And these are the seals for which we are famous : 


Meteratt 


Bold, sculptured, it is embossed on 
heavy metal foil. Gives power and 
dignity to quality booklets, show- 
cards and plaques. 


Cameo 


Brilliant jewel-like paper seals deli- 
cately embossed in splendid colour. 
Embellish pottery or glass, cartons 
or woodwork. 


Filimet TREE 
LY, 


. 


Delicate filigree seals in thin sheet 
metal. Ideal for names and trade 
marks on almost any surface. Can 
be moulded into plastics. 


anne 


ANN 


J * 


£m 


. * 
i Ly Ges 
AAAAAAA F 


Samples and prices gladly sent on request. 


WALSALL LITHOGRAPHIC C° L™ 


MIDLAND ROAD, WALSALL Phone: WALSALL 312! 


and ac; 29 LUDGATE HILL, LONDON, E.C.4. CITY 7357 
55 MARKET STREET, MANCHESTER, 3. DEANSGATE 7829 


® CALENDARS 
AGAIN 


~ continued 


This striking inset 
of a girl's head is 
now appearing in 
paper trade jour- 
nals to advertise 
the Scottish paper- 
makers, Tullis 
Russell & Co., Ltd, 
It has also been 
used in the firm's 
high quality calen- 
dar. Printing was 
by Gilmour & 
Dean Litd.,_ for 
Willing's Press Ser- 
vice Lid. who 
handle the account. 


out. The layout was to Edging- 
ton’s own design and they must 
have burned oil deep into the 
night to work it out. The aim 
was to show as much data as 
possible in a clear and unfussy 
fashion. They shot straight. 

“Cool, pleasant, and serene” 
are the words to use in a descrip- 
tion of the delightful item from 
Alabaster Passmore & Sons Ltd., 
fine colour printers. 


Backing the horse 


The theme of the big calendar 
to ride in from the Hercules 
Cycle and Motor Co., Ltd., was 
“Shire horses” and a very good 
thing too, for, as the Prime 


Minister has observed, civilis- 
ation in many ways took a turn 
for the worse when the internal 


| combustion engine came banging 
| along. With three months to the 


sheet, the four reproductions are 


| from original drawings specially 


commissioned by the company 
from Bernard Wragg. These 
sheets, moreover, have been per- 
forated top and bottom so that 


| they may be framed quite free 


of any advertising matter. 

A horse is also the central 
theme of the calendar from 
Priestley Studios Ltd., but in this 
case a highly satisfied-seeming 
female jockey comes in as well. 
Roughs, artwork, photography, 
printing and finishing were oper- 

| ations carried out entirely in the 
firm's studios; and very effective 
it is too. 

And so is the production from 
Expedite Publicity Ltd. Their 


scene from a Continental market 
| place is in glorious colour and 


represents an excellent example 
of what the screen process can 
to-day accomplish. 

Another heart-warming scene 
comes on the large item from 
Stafford & Co., Ltd., lithographic 
and letterpress printers. The 
chances are that this sun-soaked 
picture by Ken Steele derives 

| frem Mexico 

The Permco Co., Ltd., show- 
card manufacturers by the per- 

‘ moid washable process, have 


issued an attractive year-at-a- 
glance item which need never get 
grubby. Come December 31 next 
it will look as bright as it does 
to-day so long as the duster is 
used occasionally. 

They used to say that 
Bibury, in Gloucestershire, was 
one of the loveliest villages in 
the country. They still say 
the same thing and along comes 
Edward Everard Ltd., catalogue, 
colour and commercial printers 
of Bristol and Staines, Middiesex, 
with a calendar that gives point 
to the story. The picture, from 
the original by F. G. Trott, is 
certainly of the kind that makes 
me want to take up a rod and 
walk right into the picture and 
join the aged peasant. 


Draw the blinds 


There was a distinct scarcity 
of humorous calendars this year. 
However, the one produced for 
Turner Bros. (B’ham) Ltd., by 
Grosvenor Advertising  Ltd., 
made a_ definite impression. 
Headed “Secrets of Turner Suc- 
cess” the advice given on the 
front cover was to peruse it 
“only when the door is locked 
and the blinds closely drawn, and 
stand in front of it, immediately, 
if you suspect the presence of 
one of our competitors.” 

“Greetings from the Midlands” 
come with the item from the 
Birmingham Post. Bold type 
and = excellent = photographic 
studies make it very acceptable. 

For clarity of presentation as 
to dates and general all-round 
good taste the large calendar 
from Drew and Hopwood Ltd., 
Gt. Charles Street, Birmingham, 
will take a lot of beating. The 
current month is displayed in 
large type (black on yellow), the 
months immediately before and 
after are below (black on white). 
At top left on each page is a 
photograph of a scene in the 
Drew and Hopwood establish- 
ment; the picture of the recep- 
tionist may have made January 
a record month for callers, H.F. 
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Michael Miles, Programme Star and Bob Danvers Walker, continuity and 
commercial announcer on the stage before the show. Latest report by Social 


10°, of the adult population of, 
produced for Beecham’s Piligggt 
Radio & T.V. Department ¢ 


Highlight of Beecham Programme and source of its title is “Take Your Pick” 
episode, where contestants, after correctly answering three general know- 
ledge questions, are allowed to choose a key to one of ten locked boxes. 
Inside are tickets, naming ten prizes which have ranged from an Electrolux 
Refrigerator to a toothpick. Before the box is opened, Quiz Master Miles 
makes a cash offer for the unknown contents. Here Will Coates (75), 
listens with Michael Miles to the Bush Radio Set which he won on the special 
Old People’s programme, broadcast on Sunday, January 3ist, 1954. 


A typical audience re- 3g 
action! Some of the mam 
weekly audience of four 
hundred who come to 
Star Sound Studios to 
enjoy themselves at 
“Take Your Pick”. 


. Ve 


Michael Miles con- 
gratulates 80 year 
old Mrs. Martha 
Valentine on win- 
ning the “Take 
Your Pick” Trea- 
sure Chest of £20. 


ADVERTISER'S WEEKLY 


royas says 


“active accounts 
service ”” 


ial Surveys’ latest Report 
No. 4— carried out on 
behalf of Radio Luxembourg 
— reveals that after only 
nine weeks 


“TAKE YOUR PICK” 
has reached the 
highest-ever Radio 
Luxembourg 
listenership: 
10%, of the adult 
population 
of the 
British Isles. 


. & Powders _ 
Programme: " TAKE YOUR PICK" 
——Sundeys 6.50 to 9 pom. 


on 208 metres. 
RECORDED AT 


STAR SOUND STUDIOS 
arm gee 


CLIENT 
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ADVERTISER'S WEEKLY 


CANADIAN 
INTERNATIONAL 
TRADE FAIR 


SPECIAL SUPPLEMENT 


Published in the 
April 30th issue 


OVER 40,000 COPIES 
will be distributed throughout the 
world to key business men interested 
in the Canadian market. 


ADVERTISING SPACE STILL AVAILABLE BUT 
EARLY APPLICATION SHOULD BE MADE TO:— 


Advertisement Manager, 

Mr. M. Triesman, 

“Canada Review”, 63 Fleet St., 
London, E.C.4. CiTy 2653 


Don’t miss this special supplement 


Place your order for ““ CANADA REVIEW” 
with your newsagent or write to Circulation 


Department at above address. 


a iain 
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Public Relations 


How to paper the wall in 
the best possible taste 


'O HELP newspapers to plan 
a “Home decorator’s” page 
in conjunction with their local 
retail shops and decorators, 
editorial matter describing the 
new Crown wallpaper designs 
as well as instructions on paper 
hanging by the amateur, will 
be issued shortly. 
Photographs of actual wall- 
per designs, room _ sections 
eaturing decorative treatment, 
and various stages of amateur 
paper hanging will be available. 
omen’s magazines and trade 
publications were given a pre- 
view of the spring ranges last 
November when a party of 60 
press representatives were flown 
to Manchester in two specially 
chartered Vikings. 
“Manufacturers can no longer 
afford to ignore the ‘do-it-your- 
self’ trend,” said press officer 
Leila Danbury who, on behalf 
of Editorial Information Services 
(Osborne-Peacock Co., Ltd.), is 
handling press liaison work, “and 
we hope that newspapers will 
find the down-to-earth instruc- 
tive material we shall issue of 
interest to their readers.” 
“Professional decorators do 
not need to worry, however. 
The people who do it them- 
selves cannot afford their ser- 
vices anyway and those who can 
will be stimulated by the decora- 
tive treatments shown in our 
photographs of room sections.” 
It is planned to syndicate 
material at the beginning of 
March, although newspapers 
running earlier decorating fea- 
tures or publications who have 
special requirements have been 
invited to communicate with 


Miss Danbury. 


Over the hump 


A crowd, estimated at over 
12,000, saw Tommy Cooper ride 
a camel through the streets of 
Coventry, to open the Home and 
Fashion Store. The camel was 


specially transported from. Dud- 
ley Zoo, with two keepers. 


Cooper mounted—but only just— 
and en route to the store 


Thousands of people packed 
pavements and many were 
unable to get into the store. The 
ex-Lord ayor of Coventry, 
Harry Weston, and the city 
architect were at the opening, 
and on the next day, Saturday, 
people were still queueing. 
People pressed hard on the 
heels of Cooper, who went from 
stand to stand throwing away 
gifts of boxes of chocolates, 
nylons, fruit and many other 
articles. On one stand he was 
resented with what appeared to 
a TV set but which was 
actually an old TV_ cabinet 
filled with electrical junk: he 
~~ the set, to the horror 
of the onlookers, and the parts 
scattered over the floor. 


The Home and Fashion Store 
is a multi-traders establishment 
run on the lines of a permanent 
exhibition, and is similar to a 
highly successful method of 
shopping in the United States 

the Netherlands. 

Prior publicity was carried out 
in the form of a “teaser” cam- 
aS J local A ey built 
around a photograph of Cooper 
in his fez, followed up by local 
advertisements. Editorial notices 
were given both in the local and 
Birmingham press; 16 and 48 
sheet posters were also used. 

The whole of the publicity for 
this store is handled by White 
Advertising, Birmingham. 


Well launched 


Second of the 
fleet of Bradford 
Dyers Association 
coal barges, 
BraDsyldA, taking 
the water at Mir- 
field dockyard. 
Public relations 
for the event was 
handied by the 
J. Walter Thomp- 
son Co. Ltd. 
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ADVERTISER'S WEEKLY 


Nothing succeeds like The New Yorker 


To get national distribution in the 
States, British firms must advertise from coast 
to coast. The best—and by far the most 
economical way — is to use The New Yorker. 
Consider these indisputable facts : 


CIRCULATION. 81% of The New Yorker's U.5. circulation 
is in the 47 key trade areas which contain 50% of the total 
population and account for 56% of all U.S. retail sales. This 
means that your advertising has maximum efficiency in The 
New Yorker. 

READERS, The sort of people who read The New Yorker 
are the cream of the U.S. buying public. They have the taste 
—and the money — for British quality goods, 

The special New Yorker survey, “ The Primary Markets for 
Quality Merchandise” is available in very limited quantities. 
For this and any other information about your New Yorker 
advertising write to The NEW YORKER Magazine. 


NEW YORKER 


MAGAZINE , 
21, GROSVENOR STREET, LONDON,W,1. 
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THE SIGNIFICANCE of these five words is well-known to many 


advertisers selling in the national market. They know it means results in 


sales. The readership of The TATLER, a leader among ILLUSTRATED 


NEWSPAPERS, comprises one of the wealthiest and most influential groups 
of men and women available to the British advertiser. Their tastes and 
buying habits are reflected right through the community. This has been proved 
time and again by shrewd advertisers who use ILLUSTRATED NEWSPAPERS 
for cumulative results from the top income group, and to sustain quality 
endorsement, so often of vital importance when compolgning in the mass 
market. Communications should be addressed to The Advertisement Director, 


Illustrated Newspapers Limited, Ingram House, 195-198 Strand, London, W.C.2. 


The ILLUSTRATED LONDON NEWS * The TATLER 
The SPHERE: The SKETCH: SPORT & COUNTRY 


P 
a 4 
* 
1 on 
eer 
ee oe 
taal 
et, 
re 
4 
i ade 
we 
tke 
f x, 
4 
3 en 
‘ F a 
‘ /_ C 
> é 
. bd . : 
¥ se ; ; i. a ? mh . j : 
powerful sal luence in every | Z 
: 5 / ; a " : p 
‘ *) , : oe Pi ee “BAe * * Ee 4 ee ag os ee by Gp 5 neha alla 
. toll 
- 
7 
. mG 
= 4 
- 
4 J mn er: ae <¥ as . ; " ee. .~ - ree: en oe i= a = i ee Ge pies = oy 
Sig ae a De os * a be ee oe eae ae Ges os 


ADVERTISER'S WEEKLY 


PACKAGING SURVEY 


New containers will help to 
change tea habits 


A serious attempt in advertising to get the British people to 


a national habit 


is noted by our PACKAGING 


CORRESPONDENT who has in addition seen how a record 

cover can be linked up pictorially with a current film. The 

standardisation of a line of radio component containers is also 
described. 


COMPLETE break from 
the normal presentation 
of tea has been made by 
Joseph Teiley & Co., Ltd., and 
as reported in ADVERTISER'S 
Weexty (January 21, page 
146), a big advertising cam- 
paign has been launched, The 
aim is to persuade the public 
to put the product into the 
pot in small bags rather than 
to use a spoon. 
In an attractive silver-white- 
blue carton the Tetley organisa- 
tion is putting 16 little non-tear 


The Tetley tea bag carton in the 

future will have the side panel 

(containing “Tetley tastes better’ 

printed in a solid red. This w 

considerably liven up _ the 
container, 


bags of orange Pekoe and Pekoe 
cut black tea. The net weight 
of the carton is two ounces and 
one bag (of vinyon fibre) makes 
a pot for two or one good 
strong large cup. This is the 
first major development in tea 
packing since the advent of the 
quarter pound pack. 


Will it catch on? 


Whether packaging the tea in 
this way is going to catch on in 
this country remains to be seen 
but through their associated 
company in the United States, 
Joseph Tetley & Co., Ltd., are 
selling between 100-200 million 
tea bags a month and they have 
extensive markets in other parts 
of the world. Sweden and Nor- 
way are, for instance, already 
buying millions of the bags 
monthly. 

“We are quite convinced,” 
stated K. Redburn, Tetley’s ad- 
vertising manager, to ADVER- 
Tiser’s Weexkty, “that in this 
country, although the tradition 
of making tea in the tea-pot is 
so firmly established, there will 
nevertheless be a considerable 
body of the public who will take 
to the tea-bag method because 
it eliminates that bugbear of 
every housewife, the loose tea 


A distinctive container has been introduced by Ediswan which 
enables dozens of different components to be packed without the 
need for stocking large quantities of many different kinds of cartons. 


leaves, which are both un- 


fone in the cup and so often 
lock up the sink. 2 


* 

TO TiE-IN with advertising for 
the film “The Glenn Miller 
Story,” the Gramophone Co., 


Long playing records sleeves tie- 
up with “The Glenn Miller 
Story” film. 


Ltd., are issuing a special 10- 
inch long playing record which 
features 10 of the more impor- 
tant numbers from the film. The 


three - colour 
similar to those descri in 
ADVERTISER'S WEEKLY (October 
22, 1953, page 213). The new 
pack features photographs of 
Glenn Miller and James Stewart 
who plays the title role. 

* * * 

DISTINCTIVE new cartons are 
being used for packing Ediswan 
electrical accessories and Ediswan 
“Clix” radio components and 
they solve the problem of pro- 
viding a distinctive pack for a 
range of literally dozens 
different components without the 
need for stocking large quantities 
of many different cartons. 

The is of the scheme is a 
series of rigid boxes each of a 
size suitable for 6, 12, 24 or 
more switches, switch-sockets or 
other accessories. These boxes 
are printed with a distinctive all- 
over design combining the trade 
name “Ediswan” with an electric 
flash motif in white on a back- 
ground of red. 

The electrical accessories packs 


Fepruary 25, 1954 


A strong bid is being made by 
Joseph Tetley & Co., Lid. to 
induce the public to use tea bags. 
The J. Walter Thompson Co., 
Ltd., are handling the account. 


bear an Ediswan blue label over- 
printed in black while the radio 
components containers are dis- 

a uished by a cream and black 

Catalogue numbers, 
ye and quantity of the 
products contained in each pack 
are shown in black on a white 
panel on the label. The trade 
name and electric flash design is 
also on gummed sealing 
tape used for parcels of acces- 
sori¢s or components despatched 
in bulk. In this case the word- 
ing appears red on white. 

The designs were B mag 1 by 
Saward, Baker & Co., Litd., in 
collaboration with Ediswan. 

A new range of cartons and 
containers is also being used for 
Royal Ediswan motor lamp 
bul In this case the packs 


@ Continued on page 396 


A new pack for Vitacup has been 


» produced with the design printed 


direct on to the tin. 
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Mechanical World 


and ENGINEERING RECORD 


396 


EMMOTT & CO LTD - 50 TEMPLE CHAMBERS « TEMPLE AVENUE -E C4 


Manchester Office: 31 


KING ST WEST 


MANCHESTER 3 


MERCURY 
DISPLAYS 


LIMITED 


WORKS & ADMINISTRATION 
EASTWOOD STREET, 5S.W./6. 
Tele: STREATHAM 4245 

4595 
HEAD OFFICE 


71, NEW BOND STREET, WA. 
Teles GROSVENOR 671! 


EXHIBITIONS 
DISPLAYS 


SILK SCREEN 
PRINTING 


AND 


PERSPEX 
FABRICATION 


TAKE 
AND 
SEE 
RESULTS 
SAME 
- DAY 


ferraniacolor 


FILMS 


FERRANIACOLOR is the latest and most thril- 
ling colour process for _ = 
aphers, ¢ utiful transparencies 
- salassl 


fessional and amateur 


t1/4d, apie 3114. 8 aaa ea: 
tr 


There’s always 


more news 


NATIONAL NEWSAGENT 


—and advertising, too! 
® 
Next Special Issues: 
March 6 FLAT RACING 


» 13 FIREWORKS & 
CHRISTMAS CRACKERS 


» 20 FARMING & COUNTRY- 
SIDE PUBLICATIONS 


. 
SEND FOR DETAILS AND RATE CARD 


149 FLEET STREET, E.C.4_ 


Tel.: CITy 2604 (5 lines) 


Com 
Over 50 ag 7 df Ange eo 7 tummmama 


Annual of 
Advertising and 
Editorial Art 


For the 32nd consecutive year, the 
Art Directors’ Club of New York 
presents its superbly produced annual 
of the best in American advertising 
and editorial art. 368 inspiring ex- 
amples of successful work in every 
branch and medium of these two fields 
form a magnificent permanent record 
of outstanding achievement, and cer- 
tainly the book-of-the-year for all 
concerned with creative work in either 
the advertising or publishing profes- 
sions. 50/- net. 


Pitman 
Parker St., Kingsway, London, W.C.2 


© PACKAGING 
SURVEY 


--continued 
Pn 


Distinctive new 
containers are be- 
ing used by 
Ediswan to pack- 
age radio com- 
ponents and motor 
lamp bulbs. 


ae 


are all printed in black and blue, 
each container being designed to 
hold one dozen cartons. 

The type and rating of the 
bulbs appears in black on a white 
panel on the bottom of each 
carton and on one end of the 
container. Designs were by 
Dorland Advertising Ltd. and the 
Ediswan publicity department. 

* * * 


A NeW pack for Vitacup has 
been produced with the in’ by 
printed direct onto the tin 
the Metal Box Company. Until 
now this food beverage manu- 
factured by Coleman and Co., 
Ltd., Norwich, has been avail- 
able only in a four ounce size 
and packed in a tin with a paper 
label—the design of which ee 
not materially changed for years. 

It is now all different—and 
better. The clear and elegant 
direct-on-to-the-tin design cannot 
come apart from the tin—as any 
paper label is liable to do. 
Furthermore, a new six ounce 
size has been added to the line 
and is being launched with 
heavy advertising in the press. 

Ba cg 6 


THE PROBLEM of ensuring that 
all the packages moving down 
a long production line get the 
advertised minimum quantity 
(but with no large excess) is very 
real. The hand weighing of a 
single sample from a batch has 
obvious limitations and in any 
case the need is usually not only 
for weight accuracy but also for 

ed. According to Industrial 

oducts (Speco) Lid. their 
Hy-Tra-Lec check-weigher has 
recently produced some remark- 
able results in this connection. 

When C. G. Hibberts & Co., 
Ltd. (beer bottlers for more than 
100 years) wished to start can- 
ning the product they were faced 
with the problem of finding a 
practicable means of checkin 
the amount flowing into eac 


The vital problem 
of having the con- 


| tainers convey the 
| right 


amount of 
product to the 
consumer is eased 
by the Hy-Tra-Lec 
check weigher. 


ni1 hs 
~:, «pean 


can. In the end they installed 
Hy-Tra-Lec and although the 
rate of flow through this 
machine was stepped up from 
the approved 45 per minute to 
58.5 the performance has been 
both ascumte and reliable. 

Significantly, one day shortly 
after installation the Hy-Tra-Lec 
began to reject 94 per cent of 
the cans which passed through 
it—until a fault in the filling 
mechanism was put — 

* * 


IN THE production of es new 
Charnos Pack (see ADVERTISER'S 
WeeKLy, January 28, page 194) 
the carton making firm "4 Tillot- 
son & Son Ltd. worked vi 
closely i some months wi 
the W. M. de Majo orgaaiention. 


NEW PACKAGES are alte used 
by T. Wall & Sons, Ltd., meat 
products manufacturers, to mer- 
chandise their family beefsteak 


A_ cellulose window enables 
customers to see the new pies. 


pies. These protective cartons, 
specially designed by Lintas Ltd., 
are fitted with a cellulose film 
window. Printed on the carton, 
which both prevents damage to 
the crisp pastry and makes the 
pie easier to carry, are cooking 
instructions and hints for serving 
the pie. Sufficient for four por- 
tions, the pie is a time-saving 
meal for a busy housewife. 
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New girdles for 
*“*‘Sarong Day”’ 


TH OUTCOME of a pro- 
motion that took two 
years to prepare will be re- 
vealed on Monday, March 1, 
when 250 big stores will cele- 


brate “Sarong Day.” Berlei 
(U.K.) Limited, in that 
manner, will announce what 


is described as “the most 
significant change in that in- 
creasingly necessary article of 
female apparel—the girdle.” 
This new product, it is 
claimed, will not “ride up” and 
really flattens as well as flatters: 
. . you can ride a horse or a 
bicycle, climb steps, wear slacks 
or go in for the most strenuous 
sports activities when you wear it.” 
The Daily Mail will carry 13- 
inch advertisements across five 
columns and the Daily Express 
and other national dailies 11- 
inch double column advertise- 
ments. London evenings and 
many of the larger provincial 
newspapers will carry “Sarong” 
announcements during March. 
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The girdle 
that watts aad went 
ride up 


A special device on this strutted 
hoard enables the new girdle to 
be “worn.” 


Selection of display material for 
use in merchandising the new 
Berlei girdle. 


Plaster display figures (well sun | 


burned) will show the Sarong 
“in situ.” 
Well over a quarter of a 


million booklets about the new 
irdle will be distributed by 
eading stores and for the first 


week of March more than 200 | 


“Sarong” window displays will 
be featured. All will follow the 
colour and design scheme evolved 
by the London Press Exchange. 

This will involve a jagged grey 
leopard - skin - like Geckesound 
resentation with sand coloured 
ettering. “Sarong” boxes, 
posters, window bills, showcards, 
price tickets and swing tickets on 


the girdles themselves will con- | 


form to this colour scheme. 


About 150 escalator 


Central London will be posted | 


with the “Sarong” bill between 
midnight and 6 a.m. on “Sarong 
Day.” 

Great secrecy was observed in 
the planning of this promotion. 
First went out what the London 
Press Exchange have termed the 
“Shsh” letters. On Berlei paper 
these were letters but folded as 


an advertisement foider and sent | 


as “confidential” to the chosen 
stores—for only certain shops 
can have the “Sarong™ girdle. 
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Morny’s knight-at-arms strikes y) 


a shrewd blow for sales on shop counters and shelves, 
This lacquer-red wrapper, printed in white and gold 
with Morny’s name and emblem, is one of Sanderson's 


most telling Signature Papers. 


Designed round your name, trademark or initials, these 


personal box papers quicken sales surprisingly, Perhaps 
it is the confidence they show in their own name; perhaps 


it is the Sanderson flair for lively colours? At all events, 
they sell... 


The cost? Quite small. The possibilities? Unlimited. 
Talk to the boxmakers about it. 


SANDERSON 


Signature Papers 


52 BERNERS STREET, LONDON, W.I. 
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Salesmen should 
concentrate on 


It’s a waste of expensive manpower 
when trained salesmen spend 
their time ‘' cooling their heels "’ 
in reception rooms. 


You can save the time of your 
salesmen and let them concentrate 
on selling by opening the doors 
for them in advance—by pre- 
selling their prospects beforehand. 
If you sell to Industry such things 
as Safety and Welfare Equipment, 
Canteen Services and Labour- 
saving systems you can ensure 
interest in your productinadvance 
of your salesman's visit by adver- 
tising in PERSONNEL MANAGE- 
MENT, WELFARE AND INDUS- 
TRIAL EQUIPMENT. 


This is the Journal which reaches 
the executive grades in Industry— 
the men who are interested in 
increasing efficiency and economy 
in Labour-handling—the men who 
can buy your products and ser- 
vices. Open the doors for your 
salesmen by advertising in this 
effective medium. 


The Journal 
which opens doors 
and keeps them 
open is 


PERSONNEL MANAGEMENT 
- WELFAREE 
7 INDUSTRIAL EQUIPMENT q 


a 
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*Boy’s Own Paper’ 
celebrates 75 years of 


publication 


the 
of the 
of the 


history of a famous journal is passed with 
the “Boy’s Own Paper.” 
changes that have taken 


This article out- 
place in the 


advertising appearing in its pages down the years. 


ITH the March issue the 

Boy's Own Paper cele- 
brates 75 years of continuous 
publication and an article will 
describe something of the 
changes through which its 
advertisement contents have 
passed. 

Devoted exclusively to the in- 
terests of the teen-age boy 
throughout its existence some 
advertisers, notably Cadbury’s 
and Stanley Gibbons Lid., have 
been using the pages of the 
B.O.P. from the first. In the 
beginning, however, the maga- 
zine contained only a moderate 
amount of advertising, and what 
little it did carry had no bear- 
ing on its readers’ interests. 


Corsets and baldness 


For example, announcements 
for ladies’ corsets, carpets, and 
cures for baldness were wedged 
between those for _ itchi 
powder, lemonade powder a 
moustache forcers. “There was 
no market research in those 
days,” reports L. C, Isitt, pub- 
licity manager to the publishers, 
Lutterworth Periodicals Ltd. 


FeO 


-ROWLANDS 
WACASSAR 


Bote AN TINE 
Tt 
Lime in Spe aes 
PE 


(who also own the Heiress and 
Playways). 


Names made news 


Obvious lines for boys, such 
as_ bicycles, e accessories, 
sports goods, games kit, stamps, 
confectionery, books and so on, 
have always been advertised and 
some have been names that made 
news. If itching powder and 
other leg-pulls are not seen as 
frequently as they once were, 
they still exist. But advertisers 
no longer try to reach parents 
through their sons. The modern 
B.O.P. has no advertisements 
for ladies’ hair oil, shampoos, 
boned corsets, household furni- 
ture and carpets. 


Some of the great slogans 
used by a certain national ad- 
vertiser originated from B.O.P. 
competitions organised by the 
paper in conjunction with the 
advertiser concerned. 

The B.O.P.’s present advertise- 
ment manager, George Phipps, 
joined the paper in the early 
‘20s. Space was then difficult 
to fill and on one occasion he 
scoured Petticoat Lane for likely 


capeleiicaeeran, 


ERPS 'S 


GRATEF UL—COMPORTING. 


JCOCOA| 


BOTTLING ae-vixca Sine OR MILK. 


In the early days 
of the “Boy's Own 
Paper” advertisers 
attempted te reach 
parents by taking 
space in their sons’ 
journal. No adver- 
tisements relating 
to baldness, boned 
corsets, household 
furniture and car- 
pets, however, ap- 
pear in the B.O.P. 
of to-day. Nor do 
the representatives 
go after business 
in cut-away frock 
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Essential equipment for 
advertising agencies 


HE “PENROSE Annual,” 
which first appeared in 
1895, has gradually come to be 
accepted as the standard refer- 
ence book on the subjects it 
covers—the graphic arts. The 
reasonable claim put forward 
by the publishers (Lund Hum- 
phries) is that it represents an 
“essential piece of equipment 
for the progressively minded 
printer, for the publisher, and 
for every advertising agent.” 
In the 48th volume, published 
_— (price 30s.) and edited 
y R. B. Fishenden, there are 
general articles covering the 
work of the past years in the 
fields of design connected with 
every aspect of the graphic arts 
—illustration, book production, 
type design and advertising. 
There are technical articles 
dealing with recent developments 
in photo-mechanical processes, 
photo-composition, colour tech- 
_nique and science applied to 
printing. 


Outstanding illustrations 


illustrated, the 
items come from many sources 
(some from printers overseas) 
and record past and recent works 
of merit and demonstrate many 
of the techniques described. 
Outstanding as to illustrations 
are the specimens from an 
article “The biology of scor- 
ions” in Endeavour, pub- 
fished by LC.1. Ltd., and printed 
by offset photo lithography at 
the Kynoch Press, Birmingham. 
Of similar excellence in this 
section are illustrations from 
Condé Nast Publications Ltd. 
(Vogue and House and Garden) 


Beautifully 


and printed by Sun Printers Ltd., 
Watford. It is virtually impos- 
sible also not to mention the 
superb “Girl in red sari” in four- 
colour offset photo lithography 
by the City Engraving Co., Ltd., 
from a 2.25 in. Ektachrome; the 
sari positively shimmers. 

An article by Georg Ohlson 
headed “Three thousand years of 
advertising” reviews the exhibi- 
tion held in Stockholm in the 
autumn of 1952. Unfortunately 
the organisers of this show drew 
the dateline at 1900 “so that” as 
Ohlson observes, “the fantastic 
development of advertising 
during the last 50 years, to say 
nothing of advances in films, 
radio and television, is not 
recorded.” 


Challenge to meet 


The regular articles in ADVER- 
Tiser’s WEEKLY by Roger Darcy 
(who will be referring to 
Ohison’s article in his next 
“Typography in Advertising” 
feature) and Brian Hilton fre- 
quently draw attention to the 
lack of even the most elementary 
understanding of the importance 
of a ge selection to 
help the effectiveness of an ad- 
vertisement. In his Penrose 
Annual article “Training in 
Typographical Design,” Charles 
L. Pickering approaches the same 
general problem and concludes 
that “The schools have a chal- 
lenge to meet in the establish- 
ment of sounder and more 
directly professional courses of 
study and in a number of train- 
ing centres there should be a 
more vital and closer liaison with 
the printing industry, advertising 
agencies and publishers.” 


© BOY'S OWN 


<—wee co. Oe 


PAPER 


—continued 


Bicycles and cocoa 
essence formed the 
subject matter of 
early advertise- 
ments. 


business. He found it in the 
shape of a sixteenth of a page 
from a trader dealing in stink 
bombs 


‘Without cut-away 


George Phipps and Charles 
Arnold (the present sales mana- 
ger) were the first representa- 
tives permitted to canvass for 
space without wearing the cut- 
away frock coat, chamois gloves 
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and topper which until then 
(about 1921) had been the re- 
cognised B.O.P. “ uniform.” 

At the turn of the century 
there was great competition 
among advertising agents for 
B.O.P.’s back cover, and it was 
common practice for the main 
agencies of the day to meet at 
regular intervals and arrange 
among themselves for the privi- 
lege of getting it. 


ADVERTISING 
and 


PSYCHOLOGY 
by 
Leslie E. Gill 


Lecturer in Advertising at the College 
for the Distributive Trades. 


A lucid exposition of the ways and means by which the 
psychological factors of attention, interest, feeling, intelligence, 
memory, association, suggestion, volition, etc., may be used 
to advantage in influencing public choice of goods and services. 
Business practitioners, as well as students of Psychology and 
Advertising, will find this new volume of practical interest. 


Ready March Ist 


HUTCHINSON’S 


University Library 
11 Stratford Place, W.1 


8/6 


Obtainable from all book-sellers 


ee) 
Talk it over 


with 
TIBBENHAM 


“F Ye0n puenest it hy, 


TIBBENHAM PUBLICITY LTD. 


Registered Practitioners in Advertising 


244 HIGH HOLBORN, LONDON, W.C.1. 


Telephone : Holborn 8074 (3 lines) 


. oa a ‘el 
a 399 ADVERTISER'S WEEKLY . 
. ADVERTISING a 
“og ~ AND ] f 
<yCHOLOGY 
: a oS 4 ba 1 b 
.. ae o* 
" ypshie Ghee ‘ 
i 
| Siete. ' 
\*), vert a 
| & po er ao 
ee 
| oe 
| tay 
| iy 
A 
es 
a | 
= — : 
i |. = 
ARES 4 A ———— y 
i coY’s NEW OT IG Tele PAM & f 
| LL SGOY, Beiter sree” “jLonpon, 0 
foam : 
ae see ) : 
of) ee PS Caberrscer = — . ; 
= = 
| E ,. 
| a 
EE ba 
| 
ae ee ’ 
ee a 
Oe i g@-3 3 oe 2 


ADVERTISER'S WEEKLY 


Review of Advertisi Films 


‘Silent’ solution for 
films to be shown abroad 


N AN effort to overcome the 

language bugbear, the 
Kores Manufacturing Com- 
pany have had a one and half 
minute silent film, “Carbon 
paper by Kores,” made by 
Larkins Studio Ltd. for exhib- 
ition in Belgium and other 
Continental countries. 

The economic advantages of 
making a film without a sound 
track are obvious. It cuts out 
the expense of dubbing the com- 
mentary every time a copy of 
the film is required in territory 
where language or dialect are 
different: or it cuts out the ex- 
pees of pre a succession 

foreign language sub-titles. 

» however, the voiceless 
film work either in isolation or 
surrounded by a battery of adver- 
tising films using music, words, 
and sound effects to hold atten- 
tion? For it is in this context 
that this delicate and tasteful 
silent film must be viewed. For 
the benefit of other sponsors, 
who may be attracted by the sim- 
plicity of this solution to the 


language problem, one hopes that 
the Kores Manufacturing Com- 
pany will collate public opinion 
and wastion to haa in. 


BURLESQUE a 
balcon scene 
“Romeo and Juliet” is going to 
raise a big laugh for ncan’s 
of Edinburgh. Using Eastman- 
color and featuring Dora B 
Richard Hearne and Sydney 
Tafler, there is two minutes of 
complete chaos during the dress 
rehearsals of this famous scene, 
in which the principal actors and 
the producer take the soothing 
pleasure of Duncan’s sweets to 
quieten their nervous conditions. 
One can anticipate a hearty 
reception for “Sweet Harmony” 
from all the general cinema 
venues. 


the 
from 


ok % 

HE SOUTH African Deci- 
duous Fruit Board has set 

ts on two targets with 

theit = film, “A Ques- 
tion of Condition.” Green- 
rocers and housewives § are 
informed that South African 


The reception in Belgium of the silent film “Carbon paper by Kores” 
made by the Kores Manufacturing Company is evidence that interest 


can be aroused and sustained by colour and movement. 


This has 


underlined the company’s belief that quality alone should sustain 
sales. 


fruit is picked unripe and ex- 
pertly packed, to ensure sound- 
ness on arrival. Therefore, if 
the housewife is supplied with 
damaged or unripe fruit, the 
trouble has its remedy on our 
own shores. 

We are then shown the effects 
of careless handling and how 
even a fruiterer ill-equipped to 
store his fruit can improvise the 
heating conditions necessary for 
the ripening of the fruit before 


a put on sale. Thus far, 

the film is only of real interest 

to the trade. What follows is 

a number of useful tips to the 

housewife on how to judge with 

the eye the condition of fruits. 

Produced by Verity Films Ltd., 

the running time is 12 minutes. 
* * * 

O SUBJECT has been treated 
more copiously on film than 
One feels that it has almost 

@ Continued on page 40! 


oil. 


More than 3,600 cinemas, or 76°, of the total number in Britain, are 


Independent, i.e. not members of the two big circuits. 


Of the 1,817 population centres (outside London) which have 


cinemas, no less than |,476 have Independent cinemas only. 


| the Independent cinema 
sereen stretches over 
Britain 


Spread throughout the whole country, in big cities and small towns, 


and reaching a potential public of 15,000,000 people in 
every walk of life, the Independent cinemas offer an 
advertising medium you cannot afford to miss. 


8. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19, CHARING CROSS ROAD, LONDON, W.C.2. 


It’s gours through 


PRESBURYS 


- - - for preference 


Our Service— Solus and Semi-Solus Films—with no restriction 
on length nor on the number of “Visuals” 
your product. Filmlets, in cinemas all over Britain. 


or “‘Mentions” of 


Telephone: WHltchall 3601 
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© REVIEW OF ADVERTISING FILMS-continued 


A tense scene in the burlesque film “Sweet Harmony” made for 
Duncan's of Edinburgh. Graham & Gillies are the advertising agents. 


been done to death. Yet when 
given the highly imaginative 
treatment that “Full Circle” has 
received from Larkins Studio 
Ltd., the basic subject of oil 
production and its consequences 
takes on new life. 

Made for the Anglo-Iranian 
Oil Co., this film is tasteful in 
the colouring of its pictorial 
pene and the commentary is 

th pointed and barbed. For 
a long time to come, this 14- 
minute film should play the 
rounds of the more discerning 
cinemas, unafraid of the impres- 
sionistic approach to an other- 
wise commonplace story. 

* tk He 

HE RISE of a great industrial 

combine is excellent material 
for an_ historical-documentary 
film and “Forward Together,” 
sponsored by Richard Thomas & 
Baldwins Ltd., and The Steel 
Company of Wales Ltd., is one 
of this genre. Tracing the early 
growth of steel and tinplate 
manufacture, the film moves on 
two planes: technical advance- 
ments and financial amalgama- 
tions, which have both been as 
rapid since the war as in any 
previous time during the history 
of the industry. 

The film runs for 27 minutes 
and was produced by Technical 
& Scientific Films Ltd. 

* ae te 
R THE further delight of 
motor-cyclists, Dunlop present 
“Kick Start,” a 35-minute log 
book containing the Jubilee Rally 


The effect of care- 
less handling upon 
fruit is shown in 
the film “A Ques- 
tion of Condition” 
produced by Verity 
Films Ltd. for the 
South African 
Deciduous Fruit 
Board. 


Cecily Courtneidge shows off the 
new Hoover steam-or-dry iron 
in Hoover's 

“Smoothing things over.” 


of the Auto-Cycle Union at 
Weston-super-Mare; __hill-climb 
races at Bouley Bay, Jersey, the 
Ulster Grand Prix, and the Moto 
Cross des Nationes in Sweden. 


This last-named event makes | 


easily the best film material. On 
a closed circuit of extremely 
rough riding, requiring iron- 


strength and nerves from the | 
riders and exacting tremendous | 


strain on machines, we watch the 


battle for supremacy between the | 
and British | 


Belgian, Swedish 
teams fording through streams 
and mud and narrow rutted 
tracks at high speeds. 


advertising film | 
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The case of the 
Worrted Print Buyer 


Who wouldn’t be worried? Jones was 
screaming for proofs. Brown was wrathfully 
yelling about the lousy reproduction of his 
brain child, the M.D. was snorting on the 
intercom “Why can’t we get a better print 
service?” Poor Print Buyer. 

He'll be glad to know there is a Royle 
service to help. Royles know the problems 
of the agent and the advertisers. They 
have one of London’s finest litho plants (they 
handle letterpress too) and the men who 
know how to produce any print job a 

little better and a little faster. 


FOR THAT EXTRA SERVICE 
AND BETTER UNDERSTANDING 
RING CITY 6480 FOR 


PRINT SERVICE 


A 
ROYLE & SON LTD. 
LUDGATE SQUARE, LUDGATE HILL, LONDON, E.C.4 
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Advertise to well-to-do Jewish men and women. . . in 
THE JEWISH OBSERVER 


AND MIDDLE EAST REVIEW 


SIXPENCE WEEKLY ; FRIDAYS 


The most discussed Jewish News Magazine. Weekly articles 
by Davin Ben-Gurion, Israel's first Prime Minister. 

ABC net average weekly sales June-Dec. 1953 15,029 
Please write for specimen copy and rate card to Advertisement 


Representatives : 


WILLIAM SAMUEL & COMPANY (LONDON) LTD. 
17 PHILPOT LANE, E.C.3 or Telephone MANsion House 0428 


orn ae 
SILK SCREEN ARTS L"2 


@7 SHIRLEY ROAD. CROTOOR 
aeerscemeet Stat-e 
wist GHADE 


fAN © SHAR: 
@ASTSMANSHI? 


SPEECY SERVICE 
\ EXPRESS 7 
DeLivery * 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 


CRANE-DEBENHAM LTD. 
69, FLEET STREET, LONDON. E-C-4 
Centra! 2601 


< PERSPEX ” 


FABRICATING “eur” 

MOULDING IMuminated 

LETTERING, ETC. Signs to order 
TRADE INQUIRIES INVITED 


G. PENTON LTO 
1233/5 Westbourne 
Lendon, W.1! 


rove, 
BAYswater 1610 


The 1,000 square miles covered 
throughout Beds, Herts & Bucks by the 
Home Counties Newspapers Group is a 
poe testing area. All test campaigns 

ave shown that the area is one of the 
richest and most fruitful in che country. 


HOME COUNTIES 
NEWSPAPERS GROUP 


PER TRADE 
s/COL 45 = PLAT 
RATE 

A.B.C. NET SALES 


INCH 
129,729 


Represented in London by 
WILL KITCHEN, jr., LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Glider 
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Valuable UK opportunities 
are being lost in Belgium 


Belgium is frequently cited as a model European nation with 

respect to stability, hard work and common sense. This does 

not overstate the situation and it is surprising that, according to 

reliable reports, British exporters have not been fully alert to the 
value of this market. 


ITH a population of only 

about 8.7 million the 
political scene in Belgium can 
nevertheless at times appear 
remarkably confused. As is 
so often the case, however, the 
economic progress of the 
nation is much less affected by 
the crises of politics than may 
supposed from the head- 
ines. 


In the sphere of industrial 
activity a = overall production 
level has en maintained in 
Belgium for some time. Internal 
finances are stable and abroad 
the currency is “hard.” As to 
consumer buying a recent survey 
issued by the Board of Trade 
reports that sales of furniture, 
domestic articles, tobacco, books, 
stationery and toilet articles have 
been running higher than for the 
similar period a year before. 
The wholesale price index has 
been stable and while the average 
retail price figure went up one 
ey during the period covered 
y the survey the non-foodstuffs 
index fell. 


Reward of effort 


Another report from the Board 
of Trade makes the point that 
the present condition of Belgium 
is not a reward of bounty, but 
the reward of effort. 


The pressure on a confined 
territory of a numerous popu- 


The really 
discriminating client 
a = hanes artwork 
COMMERCIAL & TECHNICAL ARTISTS 


100 STAPLEFORD ROAD, LUTON 
TELEPHONE 3312 


good 
enlargements are 
AUTOTYPE- (a aur 


The ee As J Co. Led., 


G. F. KRUSE 


Advertisers in Belgium are able 
to use the Ballotini process for 
outdoor signs and panels. One 
is here reproduced. Comprising 
minute clear glass spheres a sign 
so processed is made highly re- 
flecting at night. Manufacturers 
are Union des _ Verreriers 


Mechaniques Belges. 


lation, the second densest in 
Europe, has bred over the 
centuries habits of industry 
which contribute a_ valuable 
asset to the national balance 
sheet. Hard Belgian currency 
owes much to Belgian hard 
work. 

Criticisms levelled in Belgium 
at British salesmanship methods 
include: reluctance to advertise 
on a national scale, or to provide 
advertising literature in French 
and Flemish, or even in one of 


BELGIUM 


these languages; less attractive 
credit terms than those now ex- 
tended by competitors of other 
nationalities; insistence on the 
use of British measures instead 
of the metric system; unwilling- 
ness to quote cif. prices on 
request, and _ insufficient co- 
ordination between sales and 
production departments. 
Belgian buying from dollar 
sources has been partly dictated 
by taste, partly by the need for 
essential raw materials which 
cannot be obtained elsewhere and 
which are processed for re-export 
to non-dollar markets, and also 
by the availability in the dollar 
zone of goods in required quanti- 
ties, attractively ted and 
priced, and promptly delivered. 


This is a challenge to United 
Kingdom manufacturers to 
produce and deliver at com- 
petitive prices in the Belgian 
open market, a challenge which 
German manufacturers are 
now free ta take up. 


Serious opportunities 


As the Board of Trade has 
emphasised, this country can 
offer a wide range of desirable 
products, among them, for 
instance, the newest types of air- 
craft in which our supremacy is 
for the moment unchallenged and 
which, being expensive items, 
afford promising possibilities of 
rapidly, squaring accounts. 

That serious opportunities are 
being neglected can be seen from 
the showing at the third Euro- 
pean Machine Tool Exhibition 


@ Continued on page 403 
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© FOCUS ON 
BELGIUM 


—continued 


A_ typical front 
cover of “Elle,” 
one of Belgium's 
leading women's 
magazines. Press 
advertisers need to 
bear in mind that 
nearly 60 per cent 
of the population 
is Flemish and that 
their language is 
not exactly the 
same as Dutch. 
Texts suitable for 
the Netherlands 
will not do for the 
Belgian press. 


which was last year held in 
Brussels. At this event German 
machine tool manufacturers pre- 
dominated: their stands were 
well staffed by sales personnel 
and operators, and there were 
very few British exhibits. In 
view of the increasing competi- 
tion in the machine tool Id, 
and the importance of this ex- 
hibition, the Board of Trade feel 
that the British machine tool 
industry would do well to im- 
prove its showing in future years. 


14 nations represented 


Exhibitors at last year’s event 
numbered 769 representing 14 
different countries. Stand space 
totalled 32,000 sq. metres and the 
3,000 machine tools exhibited, 
the total weight of which ex- 
ceeded 10,000 tons, were valued 
at more than 1,000 million 
Belgian francs, Five thousand 
cubic yards of concrete had to 
be cast and 3,500 sq. yards of 
floor laid specially for the exhi- 
bition; some 464 miles of new 
electric cable was installed. 

The number of visitors has 
been given as 160,000, of whom 
about 100,000 were foreigners 
from 50 different countries. 


Wide ranging press 


There are some 50 journals of 

litical and general information 
in Belgium and one important 
factor that press advertisers must 
not overlook, is that nearly 60 
per cent of the population is 
Flemish and that Brussels is not 
the only town where British pro- 
ducts find a ready market. 
Antwerp, Li¢ége and Ghent should 
also be considered—particularly 
Antwerp, where imports and ex- 
ports through the harbour have 
increased considerably and have 
brought prosperity to a large 
mass of people, who are pre- 
pared to spend their money 
almost as soon as thev receive it. 

Of the more im t papers, 
Le Soir heads the list with a 


« ‘teartn he -0he: 


fea 


circulation of 300,000. The 
Antwerp paper that carries a 
large amount of British adver- 
tising is the Gazet Van Ant- 
werpen, while in Liége La Meuse 
also covers the Wallonian part 
of the nation. 

A special word of caution is 
directed at those who prepare 
copy for their advertisements in 
the Flemish papers. 

Though the Flemish langu- 
age is more or less the same 
as Dutch, it is not exactly the 
same and, therefore, Dutch 
texts cannot be used for adver- 
tising in Flemish newspapers. 
A weekly which, in the last 

few years, has been highly suc- 
cessful is Pourquoi Pas. This 


Trade with Britain 


; 
URING 1952 British ex- 
‘ ports to —— were 
roughly valued at £52 million. 
During the first 10 months 
of last year (latest available 
figures) they have been 
valued at £45 million. Very 
robably this means that 
itish exports for the whole 
of 1953 were greater than for 


now has a circulation of 100,000. 
Apparently Belgians like to 
criticise ther Government 
because that is why this paper 
has come so much to the fore. 


Immediately after it has been | 
printed, Pourquoi Pas sends its | 


matrixes to the Belgian Congo, 
where three days after the 
Belgian edition a special Congo 
version is sold. This has become 
the most important advertising 
medium in the Congo and is 
the only journal covering the area. 
For those who want informa- 
tion about Belgium and all 
its publications, there is 
L'Indicateur Publicitaire Belge, 
which in its latest edition, gives 
full data about the country’s 
newspapers, magazinés, etc. 
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High-level 
Interest... 


You might be surprised when we tell you 
what a high-level readership the Royal Air Force 
FLYING REVIEW commands. Top-ranking Air 
Force Officers, Heads of Aeronautical Research, Plan- 
ning and Buying Departments, Test Pilots and the 
like . . . not to mention a whole multitude of Aircraft 
workers as well as the Officers and Men on all R.A.F, 
stations at home and abroad. 


What a wonderful medium for a two- 
way Sales Campaign. The top-level officials who 
read R.A.F. FLYING REVIEW buy Aireraft, Jet 
engines, Radar... in fact, everything for Britain's 
rapidiy-expanding Aircraft fleets, whilst the mass 
readership offers a fruitful market for everything 
which sells to men, Isn't it time you sent for a copy 
of this powerful advertising medium? Read it, study 
it... then you'll see why it PULLS. 


Ring CHAncery 8844 NOW for @ copy. 
CIRCULATION 


EXCEEDS 


70,000 


| COPIES, MONTHLY 


COMMENCING 


four pages of 


APRID 6 


will be devoted to authentic plans and 
constructional details 
of models of farnous 
military aircraft— 


pecially de ROYAL | 
wach oecily Arm FORCE 
expert —providing 


== EG 


for FLYING 
enthusiasts. deer * _ 
_— REVIEW 


REVIEW by Willian 
160 FLEET ST., LONDON, E.CA 
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NOEL NEWSOME’S 
BIG JOB 


on the press 
advertis 
ing side. The 


for 

the advertising, thr ‘oote, 
Cone & Belding Ltd., of tractors 
and implements, but for various 
public relations “ot thet cam- 
arming 

As already 


responsible for the Massey-Harris- 
Ferguson publicity and public rela- 
tions in the eastern hemisphere. 
Starting as a gonepaperme, first 
in Bristol—where helped to 


launch the Bristol Evening Post in 


some was sent to the B.B.C. when 
war was ~~ to organise the 


broadcasts to later taking 
over this wontl er eit. A.E.F. after 


the ing in France. He won the 
O.B.E., the Czechoslovak Military 
Medal, the Dutch Order of Ora 
and Nassau, the Belgian eae 

la Couronne and the American 
Bronze Star 


* * * 


ELL WORTH wider publicity 
is the following verse quoted by 
E. Freeman-Keel at an Advertising 
Club of Oxford meeting 
The codfish lays ten - eggs, 
The homely hen lays one, 

The codfish never cackles 

To tell you what she’s done; 
And so we scorn the codfish, 
While the humble hen we prize, 
Which only goes to show you— 
That it pays to advertise. 


* * a 
THE WAR meant 4 meny mony Cine 0 


many men. To Wi 

ways, who has now -- 4 creative 
director to Gordon & Gotch Ad- 
vertising Lid., it meant a spell on 
Burma-Siam Railway, running 
a hospital magazine, mapping ceme- 
teries, lecturing on advertising, 
making pictures of the internal con- 
ditions of dysentery tients for 
official records, and ng 7 

prisoner by the Japs at Singa 

The positions he has hel 
Cook's, Basil 
Inter- 


Publicity & Advertisin 

the past six years, wi 
Lytle’s, have given him an excep- 
tionally wide range of experience 
for a man of 36. 


with 


KENT MESSENGER 


GROUP 


SOUTH EASTERN 


CHATHAM 


GAZETTE OBSERVER 


ete 


WEAD OFFICE: MAIDSTONE 3388 


LONDON 


80, FLEET ST. CENTRAL 7500 


Youngest ad 
manager? 


FROM office boy in a London 
advertising agency to advertising 
manager of a big mail order 
firm in three 
years—this is 
the achieve- 
ment of Mel- 


ville 
who, at 21, 
believes he 
is the young- 
est advertis- 
ing manager 
in Great 
Britain. Glas- 
gow-born, he 
entered adver- 
tising via his 
uncle’s cabi- 
net - making 
factory in 
Glasgow and 
a_ chemist's my | in Manchester, 
after discovering he had not enough 
patience to realise his schoolboy 
ambition of becoming a doctor. 
Despite his aversion to study, 
Mr. Olsberg has passed the inter- 
mediate diploma of the Advertising 
Association. He came to London 
when he was 17 and within the next 
two years had worked as a produc- 
tion assistant with the Armstrong, 
Warden agency; Stowe & Bowden 
Lid., Manchester; and the C.W.S., 
Manchester. Eventually he landed 
the job of assistant advertising 
manager with Marshall Ward's, the 
Manchester mail order firm owned 
by Great Universal Stores, and was 
appointed advertising manager of 
Price Jones Litd., a month after it 
was taken over by G.U.S. Although 
Price Jones Ltd. is a Montgomery- 
shire concern, all their advertising 
is handled at the headquarters of 
the G.U.S. in Devonshire Street, 
Manchester. 


Art in the pub 


Ver ANOTHER example of the 
policy of Ind Coope & Allso Pp, 
the rewers, to encourage “Art in 
the Pub,” is an exhibition of fine- 
art paintings by Birmingham com- 
mercial artists, held in the Barley 

Mow, Soli- 
hull. Some 
60 paint- 
ings by 18 
artists — free 
for a_ while 
from the in- 
structions and 
restric- 
tions accom- 
panying ad- 
vertising and 
commercial 
art — never- 
theless gave 
some idea of 
the abilities 
that are har- 
nessed to the 
service of in- 
dustry and 
commerce in the Midlands. The 
exhibits ranged from abstract works 
to landscape scenes. 

The gw behind this show was 
Bernard art director of 
S. D. Toon & Heath; the studio 
manager was Francis Partridge. It 
is possible that the exhibition will 
visit other Ind Coope houses in 
Birmingham. 


Bernard Coaling. 


Puzzle corner 


HE AVE YOU ever wondered what 
a furniture designer dreams about 
after a late-night supper of cheese 
and pickles? The stand of Shrager 
Bros., Ltd., at the British Furniture 
Exhibition, may give the answer. 
In a spirit of fun, Shrager’s, the 
quality furniture people, gave carte 
Taoohe to their designers—in this 
case Sir William Crawford & 
Partners, the blueprint being exe- 
cuted by B. & S. Displays. 

The resulting § contemporar 
masterpiece consisted of a ward- 
robe, complete with two cages of 
stuffed birds, a cactus, ostrich 
feathers, a letter-box labelled “Sug- 
gestions” and built-in shoe scrapers 
(for the hygienic use of those seck- 
ing refuge within). The wardrobe 
is illuminated by two light fixtures, 
one boasting an electric light bulb 
and the other a candle. In common 
with its more ordinary counterparts, 
it has a full-length mirror, but 
appliqués in the shape of ghostly 
hands thoughtfully obscure the faces 
of those who could not bear the 
shock anyway ! 


* * * 


Orr TO America to-day (Thurs- 
day) is Rossiter, who, with 
another old Etonian, David 
Whateley, is making a great success 
of the mass-production of ‘‘Rotair™ 
mobiles. ung up in shops and 
pubs as an advertising medium, 
these are about the nearest thing to 
perpetual motion yet devised. 
Licences to produce Rotairs have 
been arranged with most countries 
in Europe and the Commonwealth. 
A contract for 18 years’ production 
of Rotairs has just been signed with 
a leading printing firm in America. 
purpose of Mr. Rossiter’s 
present journey to the U.S.A. and 
Canada is to advise on their design. 
production and assembly. 


Centact 


WEEK'S WISECRACK 


nm 


“Our public relations chap 
has cut down his smok- 
ing. He's just a puff-a- 


day man now.” 


: ee - 4 Fesruary 25, 1954 
ALTHOUGH be U | “Wx Ge Ng  — 
i Ui is not career ‘ A > , , bo a 
an advertising man No#l a coos vag ea ; a F 
\ has been responsible for big wey 
national campaigns since 1946. The é 1} 
4 first was that for mining recruit- am oe 
‘ ment, handled ne rege : 
A by Dorlands a. a 4s 54 
, += & 7 f ‘ 
my q ; . » = ; 
number of & Pe = > _ 
\ miners went @ ‘ , . | & 
a up from > { 
er wn ae a” _— =— 7 
Mae recruit- ; 
on ment drive £ iy —™ 
«Ses be ‘ an to 
ae nearly 730,000 
when it was 
4 fr. Rowse a 
Mr. Newsome 
left the Coal 
Board. With 
Ferguson's he 
ani be 
nn & 1932—and then in Malaya and 
J finally as head of the foreign desk 
of the Daily Telegraph, Mr. New- 
y ER eT A ee 
ae eee se a haces mre meee ee 
= Ne Ee RR 
vie PO OO — 
ae aoe jz ER a 
Nl ES a aes 
& lL — — =— fatetatatatel ate shehahaiah hal 
—— ieee 
fh = see 
, i — aa) BS pitattararstatetstat state 
aes ei ad Og Soper: 
a em VEE ING ee: 
Be Bigg Se 
ar, Saar 
a ae dare: 
Boks. tic Berea 
A Pata a” otatatat a aan s fate etat a diate a ad a aatan 
Paeincdecnance Seen ta 
ie, > : 
Y prin: = Bei 
Re Ren Foctcccencntn, 
ee peed Ha 
te face dere mIRC 
i paasrantastan sarees oN 
te es Beto Se +} 
ae Berenice Riccar Y Ww . 
yee Peer ears oN Soca 
x ae _ pesssteonastenesssseon Oy OOD 4 Preece cites \7 | -“Cae 
aie CEE SSS SESS a ie eR =& & 
“oe TSS So = —_ 
ne RRS ee ee NOOSE NSE, 
© C—O 
RY ee PS 
ar ik ees ae Bod niet c pa RSE 6 a. ae ” 
A e Fs a ae ia |] ies. teh oi a ae 
Nes Vo ie a ee oe * i Pi “ae So are ees Re SN 3. ah | laa = 


ADVERTISER'S WEEKLY 


an increase of 
41,298 


in twelve months. 


* 
ABC Sale 


JULY/DEC. 1952 182,761 


i ju 230,019 
i 
hy inter thie uta iit Tee imp peeoeeasaes. tHPPEgae NGapIeeaga TT hs ¢ 


1/3d. Monthly 
the world’s top film magazine 
£140 per page — 12/2 per page per 1,000 


A. H. McISAAC - ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD « 8/10 TEMPLE AVENUE - LONDON EC4 + CENTRAL 3514 
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number with 12 pages Pal 


Publications News and Notes 
Campaign backs fashions inc including a spread in 


. . soem prepared eo” Ider. "The 
gift issues front flap ‘of of the folder is pierced 
and allows the cover girl on the 
A new promotion folder for the front cover of the magazine to peep 
Amalgamated Press journal, Popular through. A note on the folder 
announces six special draws attention to the number of 

ift numbers beginning with the famous advertisers in the issue. 


arch 20 issue. Containing extra a * * 
pages and features and a presenta- Well over half of a 40-page 
tion inset in every copy, these issues “Roads” supplement to last Mon- 
= being backed by a nation-wide day's issue the Financial Times 


ign. Initial print order is was occupied by advertisements 
175) 0 copies of each issue, in from civil engineers and manufac- 
anticipation of a heavy demand, but turers of road-making materials and 
page rate remains at £66 and pro ey. 


rata. 
ad * : Je me On March 12: the Auocar is to 
vertisi or arc 4 revive its “Spring ouring”’ 
of 8 6 Digest has number. 
doubled, Large spaces are * ok 
taken in national and te being 
newspapers together with a quarter wee nae, newspaper, which was 
page in Picture Post. as a monthly in February, 
I . k Sendlie edn 188, 4 The awry ey 7" 
Ast ~=week's y paper stated that for two 
“The Midlands’ Own Sunday yeas there had been staffing prob- 
Paper” produced by Westminster s owing to the inability to 
Press in Birmingham, was the provide housi accommodation 
biggest post-war normal issue. It and that obstacles to progress had 
oaenee. 24 pages. steadily mounted. 
* ok ok K A 
The | Sa Cpnatber, 1953, A Business Exhibition 
A.B.C, figure for the Clare four-page supplement in Tuesday's 
gives an average sale of Post was strongly sup- 
15,670. This is an increase of 576 ported by office equipment adver- 
copies compared with the previous _ tising. 


period, 
ca + + The oan Fitti a om, 
Stuart Mander has sent out The Motor Boat Y 
of the March issue of M be published on March 1, wilt be 


Woman to advertisers and agents a complete rude to all 
throughout the country. The issue, of the task 


which is a special Spring fashion for the ue season, 


The + ie Silent Moving Salesman 


A battery-operated Turntable that runs 
continuously 24 hours a day for more than 4 
weeks on two sixpenny batteries. 


Can be switched off when not required. 
Goes anywhere. 

No wiring required. 
Carries a weight up to 4 Ib. 

Revolves at 4-5 times per minute. 


a. - el 


PRICE £3. 3. 0. Post free. 
Quantity prices on request: 


for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR ROAD, NEW MALDEN, SURREY 
Telephone: MALDEN 3225/7 


ADVERTISER'S WEEKLY 406 


The March issue of py a Bazaar 
is devoted to the International 
Spring Collections, with photographs 
and reports from London, Paris, 
Spain and Italy. This original cover 
is the — of Klaus Friedeberger. 


* oe 


As Re supplement issued with 

Jewish Chronicle to-morrow 
(Friday) will deal with the produce 
of Israel as well as travel facilities 
in that country and will contain 
cight pages of articles and pictures 
illustrating progress in the building 
ot the new State. 

Ed ok ca 

An article in Municipal Engineer- 
ing was quoted in the an of 
Commons when the , 


mittee discussed a 
Repairs and Rents Bil’ 
* * ok 


The Journal of Commerce have 
published their Annual Review of 
Shipping, ~ . B Marine 
uaa and Civil Aviation for 

It contains articles cone 
with most aspects of the shi 
industry, and 388 firms ~ 
advertised in its 418 pages. 

A ok aK 

March issue of the Tail-Wagger 
Magazine will be devoted to 
puppies. 

* tk oe 

The March issue of Family 
Doctor will be the largest ever pub- 
lished. It will have 104 pages 
including 574 pages of advertise- 
ments with two double-page spreads 
in full colour. 

oe aK * 

A series of five articles on the 
mechanisation of the  buildi 
industry will begin in the Marc 
issue of The National Builder, the 
official journal of the National 
Federation of Building © Trades 
Employers. 

oe of ae 

Motor Trader is to publish a 
“Selling Accessories and Com- 
yl number on March R.A 
"he issue will discuss cog Be, 
of sales promotion in = ield 

~ a 


The Nursery World fies March 4 
will contain an eight-page supple- 
ment on knitt¢mg patterns for 
children’s clothes. 


ci ue a 
A comprehensive 168-page book, 
“Poultry Farming For Profit,” is 


to be published in 17 weekly de- 
tachable supplements in the 
Farmer. 


oe * * 


The South Coast Group of news- 
papers have an A.B.C. sales figure 
of 149,707—not 145,226 as stated 
in an advertisement which appeared 
in our last issue. 
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We Hear 


oo, Meteo 

have curtail 

of hanging sien in Oxford’ Stret 
which they f becoming so 


hh BA ~~ §- 
of “the finest shopping street in 
the world.” 

* * * 


L. E. Room, director general of 
the Advertising Association, has 
written to the National Newsagent 
Bookseller Stationer congratulating 
them on their recent decision not to 
accept advertisements for obscene 

blications. “I am sure all who 

ve the good of advertising at 
heart will applaud your action,” he 
writes. 
* * — 

Sir Norman Birkett, Lord Justice 
of Appeal, will be the guest of 
honour at the Newspaper iety’s 
annual dinner at the chester, on 
April 27. 

* * + 

In addition to the five “customer” 
magazines now published by the 
Goodyear Tyre & Rubber Co., 
Ltd., two house organs, the Wing- 
foot Clan, for employees of the 
company’s Wolverhampton  fac- 
tories, and the Triangle, for the 
sales and executive staff, are now 
being produced by the Goodyear 
advertising department. 


Film award 


The Ronson publicity film, ae 
Lighter Occasion,” received the a 
vertising film award at the Boe 
Film Festival in Milan. A plaque 
commemorati this has been re- 
ceived by Andre Sarrut, who made 
the film through Screenspace Ltd., 
on Mather & Crowther's behalf for 
Ronson. 


* * * 
Publishing and Distributing Co., 
Ltd., have been appointed adver- 
tisement representatives for the 
Adal Insaf, the East African tri- 
lingual weekly. 


* ” 
Gallaher Lid. have been elected 
to membership of the Incorporated 
Society of British Advertisers. 


. * * 

With effect from a March 8 
issue of Time and of Life inter- 
national magazines all distribution 
of Time-Life international publica- 
tions will be undertaken by the 

Hishers from the Time & Life 
Buding. New Bond _— W.l. 
* 

David. Allen & Sons Ltd. have 
acquired control of the Widnes, 
Runcorn & District Billposting and 
Advertising Co., Ltd. 


Fair exchange 


A peer wishes to exchange 
portraits by Kneller and Lely for 
an auxiliary Bermudan sloop of 

ual beauty.—Advertisement in 
The Times personal a 

* oo 

A two-minute daily “hor 
may soon be available to oe 
who dial a Hull telephone number. 
It will be an extension of 
recently introduced “phono-diary” 
which anyone can to hear 
recorded advertisements. 


7 - * 

C. A. Page, midland director of 
McConnell & Co. (Advertising) 
appeared in Ronnie Waldman's 
“Puzzle Corner” programme on 
television last Friday. Mr. Page 
has achieved a reputation as a dis- 
coverer of + “Deliberate Mis- 
takes” and sent scores of 

working models fe itlustratine them. 
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More continuity in campaign to sell carpets 


WIDE RANGE OF STEREOS FOR LOCAL 
PRESS: MAGAZINE COLOUR REPRINTS 


FOLLOWING the success of last year’s Carpet Fortnight 

the British Carpets Promotion Council have decided to 
run a continuous campaign for British carpets this year from 
March until November. They plan initially to spend some- 
thing in the region of £85,000-£90,000 on publicity. But this 
figure will be far exceeded by the support which is anticipated 
from manufacturers and retailers. 


“With this year’s campaign we 
are hoping to strengthen and 
develop the promotional partner- 
ship between the Council and 
retailers, the foundation for 
which was laid by last year’s 
Carpet Fortnight which was 
something in the nature of an 
experiment,” states D. Clive, 
director of trade promotion 
of the International Wool 
Secretariat. 

The main object of the cam- 
paign, handled by C. J. Lytle 
Advertising Ltd., will be to sell 
British carpets with the dual aim 
of making the public more carpet 
conscious through advertising 
and at the same time giving sales 
promotion assistance to all carpet 
retailers. 

A series of full-page and half- 
page advertisements in colour 
and black and white will appear 
during the next nine months in 
Woman, Woman's Own, Illus- 
trated, Picture Post, Good 
Housekeeping, Ideal Home and 
Homes and Gardens. ‘Trade 
press advertising will break next 
week. 


Two peak periods 

Overall theme of the adver- 
tisements will be “Carpets make 
a home.” They will include 
such slogans as “Nothing says 
welcome as well as a carpet” and 
“What a difference a _ carpet 
makes.” One of the advertise- 
ments will feature a child playing 
with a toy train on the floor 
asking “Where has the new car- 
pet made the noise go to, 
Mummy?” 

There will be two peak periods 
—the spring and the autumn. 
The spring drive will be devoted 
to providing retailers with 
various sales promotion facilities 
such as display materials and 
ideas, a matrice and stereo ser- 
vice, consumer leaflets, sales 
training courses, composite ad- 
vertising pages and editorials in 
provincial and local newspapers. 

A_ feature of the _ display 
material will be a set of colour 
reprints of magazine advertise- 
ments. Retailers can insert them 
into the main display piece to 
appear at the same time as the 
actual advertisement, 

“Carpet Fortnight” will be 
held from October 2-19 and will 
be supported by national news- 

per advertising, provincial and 
local composite advertising 
pages, and editorial services to 
newspapers and magazines. 

Following a certain amount of 


criticism from retailers last year 
a much wider range of stereos 
will be made available for local 
press advertising. A pull of art 
work with different variations of 
the slogan in different types will 
be prepared so that the retailer 
can have his own hall-mark on 
his advertisement. 

Plans for holding a small car- 

t exhibition in London and 
or a competition tying up with 
a national magazine are also 
being considered. 


Research must 
be taken on trust 


Colleagues and clients of 
market research specialists are 
often afflicted with a dangerous 
disease—Statistica Phobia. The 
illness was —— — to light by 
Robert Silvey, head of B.B.C. 
audience research, when he spoke 
on the need for better under- 
standing between the aan and 
the layman at a Market Research 
Society luncheon in London 

Statistica Phobia was an ill- 
ness with which the market 
research man often met when 
explaining statistics to a lay- 
man, Mr. Silvey said. He des- 
cribed it as being “a fear of 
figures.” There were various 
symptoms. 

There was a tendency to rely 
on anecdotage—they argued 
against statistics by quoting a 
conversation with a chap in the 
train or a chat with their char- 
woman. There was the tendency 
to apostrophise—they spoke in 
terms of “What the public 


Catching habit 


“These habits can be very 
catching,” he warned. “What is 
the cure? It is fatal to imply 
that sufferers of this complaint 
are crazy or silly. You are just 
poing to get their backs up. You 

ve got to try to see the 
stumbling blocks in their minds 
and then to grapple with them 
on as homely and sirnple a level 
as you can.” 

“But,” he warned, “though 

may go on until you are 
black in the face your words are 
going to fall on ears unless 
you are the type of chap in 
whom la can have confi- 
dence. To a large extent, how- 
ever, our work will have to be 
taken on trust for a long time 
to come.” 


Prominent at the “Daily Mail” Ideal Home Exhibition will be the 
stand occupied by The Nestlé Co., Ltd. Designed by architect V. 
Rotter, the superficial area of the exhibit is approximately 2,000 sq. 
feet. Special attention has been paid to the shape of the stand, the 
aim being to dramatise as much as possible the many Nestlé products, 


Why the Gnat is growing bigger 


When William Hickey in 
the Daily Express recently quoted 
from the current Folland Aircraft 
advertisement—“Ethelbert and 
the trusty bludgeon” — he 
focused the attention of millions 
on a series of advertisements 
which have aroused considerable 
interest among readers of the 
aeronautical press, 

These advertisements solved a 
problem which faced Folland 
Aircraft Ltd. some months ago. 
Having launched an_ intensive 
programme of research, design 
and prototype development based 
on their firmly held views on 
defence against air aggression—a 

ogramme which has resulted 
in the Gnat, a small jet fighter 
aircraft expected to fly later this 
year—how were they to persuade 
the aviation world of the need 
for a fighter of this type with- 
out saying too much about their 
intentions? They chose that 
most persuasive of arguments— 
humour. 

A series of light-hearted fables 
written by Bernard Hollowood of 
Punch tells of mythical charac- 
ters such as “Baron Fitzermine”, 
“Eric, the very gentle knight”, 
“The Marecha of Shuttledore”, 
all of whom entrusted their 
safety to a single large defensive 
weapon—and found it very un- 
equal to a crisis. 

Anyone who knew anything 
about air defence could draw the 


moral easily enough. To point 
it, a small gnat appears in each 
advertisement, growing larger as 
the debut of the Gnat jet Aghier 
(which has been designed’ by 
W. E. Petter, managing director 
of Folland Aircraft fd. and 
designer of the Canberra 
bomber) draws nearer. 

Advertising agents for Folland 
Aircraft Ltd. are Samson Clark 
& Co., Lid. 


73 co-operate to 


advertise city 


To encourage more than 400 
traders in Chester to join an ad- 
vertising scheme supported by 
the Chester Chamber of Trade, 
Chester City Council and British 
Railways, more than 1,000 per- 
sonal visits were made to traders 
in the city. Subscriptions were 
received from only 73, including 
shopkeepers and organisations 
not affiliated to the Chamber. 

Basil N. Jones, president, told 
the Chamber's annual meeting 
that the scheme advertised the 
city. Posters were to be seen 
on sites, freely provided by 
British Railways, all over the 
world. It would pay traders to 
support it. 

he subscribers this year had 
been able to pay the Chamber's 
share of the cost, with more left 
over for next year. 
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RCN 


are great hands at producing 


attention-getting 


advertising 


RUMBLE, CROWTHER & NICHOLAS LTD 
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No tax change—so a apt doubled 


Pemberton get 


big car account 


Alfred Pemberton Ltd. have been 
appointed to handle the advertees 
for Armstrong-Siddeley cars. 
first campaign will a me... 
spring drive for the Armstrong- 

ddeley Sapphire. 

booked in 


Large § 
class publica motoring 


press. 


ces are bein 
cations and 


ii 


Catholics buy space 
for education offer 


Ltd. have been com- 

mi by the Catholic uiry 
Centre to handle a series of 

tisements which will offer an 

instructional course of leaflets on 

the Catholic faith. Provincial 

and weekly newspapers will 


Duckling by post 


Roles & Parker Ltd. are handli: 
a new campaign for the Warwic 
Upholstery Company, aimed at 
opening up territory in 

gland. Direct mail is being used 
in conjunction with six inch doubles 
in local evening newspapers and 
as 4 

paper-weight duckling teaser 

he trade-mark of Warwick) is 
being sent to potential customers 
in various test areas, and will be 
followed by a series of sales letters. 

Existing stockists will be brought 
into the scheme by offers of special 
window displays and an_ interior 
window display unit. 


Philips run record 
dry shaver scheme 


What is ne to be the biggest 
ever campaign for a “1. 
broke on Monday with 
in the Daily Express. 
Philips Philishave. 

The campaign we! be continued 
with big specs all the leading 
nationa ly, Sunday and pro- 
vincial 2 I 


It was 47 


Best foot forward 


Advertising for footwear 
will reach a record level between 
April 26 and June 6. The main 
weight of the cam will be 
directed towards ain Dunlop in- 
formal footwear. 

The schedule includes national 
fall” gut pases Radio Ti imes and 
ull colour es in women’s — + 
zines. ne Higham Ltd. are 
agents. 


Sneezing by the stars 

Special birthday gift boxes, which 
will include horoscope cards, are 
to be used for 365 handkerchiefs. 
They will be launched by national 
advertising early in April. F. John 
Roe Ltd. are the agents. 


The by the 
Chancellor of of the Es Excheq wer, R. A. 
Butler, that there would ‘be no 
further wp 74 in the Ty - a tax 
before the has to a 
national advertiser oe ntling | his pre- 
Easter publicity. 

oo trade press advertisement for 

ow gt self-contained cuticle pen, 

ed “Tax unchanged 2 

more advertising,” states: The 
unconditional tax warranty we gave 
retailers on January 1, to credit in 
full any loss, meant holding a sub- 
stantial reserve. That is now going 
into extra advertising. It will nearly 
double the number of insertions 
already planned for the pre-Easter 
period in the national press. 

Cutipen is made by L.M.S. 
Products Ltd. and distributed by 
Walter Crowe Lid. The agents are 
Sommerville and Milne Ltd 


Pears recall an 
a campaign 


since 1889 
their new 
this 
advertising is backing a 


t campai 
is y AS ears descri 
publicity which is breakin 
week. 


setts 7 in — £i, oe is 
ng ered 

Fifty sets of ss at = sue te 
award 


The schedule includes a full 
in the Daily Mirror, a half-page in 
the Daily Express and other large 
spaces in national newspapers, 
magazines and the trade press. 

Although the 1889 campaign was 
more extensive the current campaign 
will cost far more. Foote, Cone 
& Belding Ltd. are the agents. 


Brassware ads in 
100 par: = ote 


A strong spring ign for 
Peerage brassware ia..- arch 19 
in over 100 newspapers and maga- 
zines covering Great Britain, Nor- 
thern Ireland and the Republic of 
Ireland. 


The theme is “Give your home a 
bright Spring Gleam’ with 
‘Peerage.’ ” Peerage stockists 


are being invited to link-up in 
newspapers in their area. 

Free blocks are provided and So 
per cent of space costs met Ta 
manufacturers, Pearson-Page- ~ 
bury Co., Ltd., Birmingham. 
— are Reid Walker 


Same again, please ! 


The Brewers’ Society launched 
their 1954 campaign during the 
week-end. It is again being handled 

S. H. Benson Ltd. The 


“Es 
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This four-colour advertisement will 

appear in women's magazines. It 

oy a young couple who will 

be prominent throughout the Irish 
linen promotion, 


Cost theme for 


Irish linen ads 


The biggest ever publicity drive 
for Irish linen in this country will 
begin next month. The Irish Linen 
Guild have planned through their 
agents, London Press c 
Ltd., an extensive campaign which 
will use national newspapers and 
women's magazines. 

One of the aims of the scheme 
will be to impress on the public 


that Irish linen is not so ex ive 
as many people believe, ‘ new 
Irish linens cost less than you 


think!” is one of the slogans. 

A wide selection of showcards, 
price tickets and window streamers 
are being offered to retailers and 
double- spreads have been 
taken in the trade press. 


150 publications on 
their schedule 


A heavy campaign, to be concen- 
trated into a six-week period, is 
being launched for Ekco television. 
One ~~ and fifty publications 
will be used 

There will be half- and 
other large spaces in national news- 
papers provincial dailies and week- 
London evenings, and full 


es in national 
agents are Willing’s Press 
Service Led. 


Causing a stir 
Danish stirring spoons are being 
offered in new advertising for Bird's 
custard. Readers have to send two 
24d. stamps to cover postage 
pecking | and one seal 
1 


WORLD-WIDE SCHEME FOR HAWKER 


On the theme of “The Face, 
Voice and Heart of England,” the 
1954 world campaign by 
Davis Whitcombe & Stewart Lid. 
for the Hawker Siddeley Grow 
opened this week in the nationals 
with half-pages in The Times, 
Financial Times and Manchester 
Guardian. 

This will be followed by full 

in the /ilustrated London 


ews. Overseas there will be full 


in Time and Life Inter- 
he New 
and Vision-Visao in South 


pages 
national, Newsweek and 
Yorker, 

The campaign will feature the 


various products of the Hawker 
Siddeley Grow reraft, jet en- 
gimes, grass dryers, and 


domestic products. 


@ “AT A GLANCE” 
ON PAGE 41! 


T.G. Scott & SonLtd 
for 


HONTYWiEE BROW’, 


manufacturers of 


ElectroniK Potentiometers 
(Indicating & Recordin 
Differential Converters 
Associated Receivers, Mod- 
ulating Control Equipment, 
Protectoglo Combustion 
ae pe Equipment, to 
makers of preserves, 
pickles, milk products, 
soup, sauces, etc, 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.! 
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Big jump in 
cereal ads 


24.29 per cent above those for the 
last quarter of 1952, £17,463,031 
against £14,049,866. One class of 
advertising showed a drop— 
Government advertising. Though 
showing a rise towards the end 
of the year, it totalled £936,048 
for the year as compared with 
£995,099 for 1952, a drop of 5.92 
per cent, 

Cocoa, drinking chocolate, and 
coffee, cereals, flour, razors, dry 
shavers, and blades, motor 
and ——y = 4A. all I reistred 
increases during 
of the year. 

Cocoa and drinking chocolate 
rose both in the number of pro- 
ducts advertised and in the last 

uarter’s expenditure to £164,495 
rom £81,150, Cadbury products 
accounting for more than half 
this expenditure. At £288,711 
cereal foods showed the remark- 
able increase of more than 
£100,000 on the previous quarter; 
in the closing three months of 
1952 the figure was £154,361. 
ry ty Corn Flakes continued 
to be the most heavily advertised 
brand, at £50,452. Flour spend- 
ing increased to £65,817 in the 
final quarter. Heaviest spender 
was McDougall’s, with £34,847. 

Razors, dry shavers, and blades 
reached a record quarter's ex- 
penditure with £154,181, of 
which Gillette accounted for no 
less than £92,342, 

In the motor advertising field 
Ford achieved a record for any 
one product in one quarter of 
the year. Their figure = 
£175,595 — to bring 
quarter's total up to nearly half 
a million. Motor advertising 
for the whole year, at £1,280,995, 
far outstripped the £792,442 
during 1952, 


A group 
Co., Lid., 


A group of dancers at 


Long service at 
Saward Baker 


“Advertising is one of the 
most progressive movements for 
the improvement of human wel- 
fare,” G. Saward said when 
he presided at the annual dinner 
and dance of Saward Baker & 
Co. at the May Fair Hotel. 

Proposing the toast the 
firm, Rodney Millard claimed 
that their record was “a magnifi- 
cent one and would be rightly 
recorded in the annals of saver 


tising.” Replying for the board, 
W.A 


. Messenger said it gave 
him great pleasure to be able 
to thank in such pleasant sur- 
roundings the s for their 
a and excellent work. 

ring the evening, three 
members who had completed 25 
years’ service with t firm, 
George Welsh, chief of outdoor 
publicity, Geoffrey Theobald, a 
senior visualiser, and Frank 
Parker, an accountant, were pre- 
sented with gold watches by Miss 
E. M. Woodyard, joint managing 
director. 


Their seventh 
birthday party 


taken at a cocktail party given in Manchester by Albert Milhado & 
to celebrate the forthcoming seventh anniversary of the company. 


A rons party was given in Liver, 


Back row includes: W. H 

Bowden Lid.), L., 

Bayard So | 
ortimer (Ww. H. 


Middle row: J. 


Lid.), A. 


Renshaw ( 

R. Morpurgo (Albert Mithado & Co., 
Ross (Rowlinson & ber li Lid.), A. 

Milhado wnt 

. Smith & Son, Lsd.), and W 


Lid.). 
Houlston (Crane Wood Ltd), 
. Wright (Cross-Courtene 
P. Padfield 


‘anchester Chamber of Commerce emmy 
Lid.), 8. D. 1 a (Stowe 

. Marsland 

1” & Co., bid H. A. 
J. Harrop (Osborne-Peacock 


Greenhalgh (A. N. 
~ | tia Miss y et 
(Bayar Publicity Lid.), and 


ye and Longden (Westminster Press 
almsley (F, John Roe Ltd.), A. Renee (Crane 
sod Led. ), and R. Vickery (Albert Milhado & Co., Lid.). 


the annual dinner 
Co. Oa, held at the May Fair Hotel. 


and dance of Saward Baker & 


OBITUARIES 


Albert Walker 


Albert Walker, chairman and 
managing director of Reid Walker 
Advertising Ltd., died on Tuesday 
morning at his home at Brook- 
mans Park. Although his health 
had been indifferent for some time 
he had continued active direction 
of the company. 

His brother, Horace Walker, who 
founded the agency, died some four 
years ago. 

Scotland Liddell, 
director of the oonacy 
is now upwards 4" 
since Reid Walker y ee Ltd. 
(then Reid, Walker and Co.) was 
established. The business was 
begun by three of us—Horace (the 
advertising man), Albert (expert in 
figures and finance) and | (a jour- 
— a comparative new entrant 

the copy-writing field). The 
Walker brothers were good men— 


so rate rs ie upholding the 
alker style, 4 
Walker principles.” 


S. Broadribb 


Stanley Broadribb, print man- 
ager of W. S. Crawford Ltd., died 
suddenly from a heart attack on 
Sunday. Aged 52 he had been 
with the agency’s printing and pro- 
duction departments for 32 years, 
except for the war years when he 
served in the forces from 1941-45. 


James P. Davidson 


The death has occurred, at the 
age of 65, of James P. Davidson, 
formerly advertisement manager of 
John Leng & Co., Dundee. 

A native of Perth, he joined the 
company in 1915, was for a 
number of years advertisement re- 
presentative in Angus and Perth- 
shire, and was appointed manager 
in 1927. He retired from t 
position in 1950, owing to ill-health. 

Mr. Davidson leaves a widow, a 
son, and a daughter. 
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MORE TRIBUTES 
TO C. D. RANT 


highest possible opinion of the 
intelligence and intearity of C. D. 
Rant and also of his devoted self- 
sacrifice to your interests. In his 
early death you have sustained a 
loss which you will find hard to 
vopiase. He laid foundations on 
ich a successor can build with 
confidence. He was a fine man. 
Ronald B. Browne, joint man- 
eging director, T. B. Browne 


managing 
director, Display Craft Ltd.— 

I was always struck by Mr. 
Rant’s remarkable sincerity and 
steadfastness of purpose, and I 
feel sure that his passing will be 
a great loss to your organisation. 
C. B. Wrey, advertising man- 

ita. The Imperial Tobacco Co., 


always found Mr. Rant most 

helpful and his opinions and 
views on matters of moment of 
the greatest value. He was singu- 
larly” helpful at the time when we 
were working on the voluntary 
plan for the limitation of adver- 
and we who were working 

plan will always remember 

his great assistance with gratitude. 

G. Thornton Bridgewater— 

I always admired ries Rant’s 
sterling qualities. However busy, 
he was ever courteous and un 
standing; anxious at all times to 
sum up a situation in a fair and 
un manner. He was a 
loyal, likeable and kindly man. 
Max T. Friend, hon. secretary, 

Berks and Bucks Publicity 
Club— 

May I as a comparative new- 
comer to the pe frater- 
nity, add to justly y. 
tributes to Mr. com. His a 

encouragement were for me 

a most heartwarming experience. 

t and unassuming, he had 

t rare gift of instilling the 
people around him with that high 
sense of enthusiasm in one’s pro- 
fession and work. 

The funeral took place 
Kingston Crematorium ie 
Thursday. Among the floral 
tributes were those from: the 
chairman and directors, Business 
Publications Ltd.; his editorial 
and advertisement colleagues of 
ADVERTISER'S WEEKLY; _ the 
chairman, council and members 
of the Publicity Club of London; 
W. H. Gollings, W. R. Balch and 
E. Searle Austin (W. H. Gollings 
and Associates); and Spicers Ltd. 


VALUE OF APPRENTICESHIP SCHEME 


More than 100 young em- 
ployees in the screen printing 
industry heard Winstan Gordon. 
chairman of the Manchester and 
District Joint Council for the 
Display Screen-printing and 
Allied Trades, tell them to con- 
sider seriously becoming inden- 
tured apprentices to the trade. 
“Once you are indentured, your 
period of training and your 
future in the industry are 
secure,” he said. 

Mr. Gordon stressed that only 


indentured apprentices under- 
-_= training officially recog- 
by the Ministry of Labour 
could obtain deferment from 
National Service, 
A. C. Torode spoke on the 
a a em scheme, and the 
value of planned training in 
relation to craft processes, while 
the necessity for full develo 
ment of the apprenticeship 
scheme to safeguard the future 
prosperity and welfare of the 
Screen printing and allied trades 
was stressed by F. J. LeMay. 
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Pesruary 25, 1954 


CURRENT ADVERTISING “AT A GLANCE” 


Accounts 


CATHOLIC 'Y CENTRE 
for Sells Ltd. Using provincial 
evening and weekly newspapers. 


INDUSTRIAL AND HOME 
KNITTING MACHINES LTD. 
(Trico-Fix) for Paul E. Derrick 
Advertising Ltd. 


TYPEWRITER RENTALS LTD. 
I. Harris Ltd., makers of 
Rumonte suits and coats, Max- 

Ltd., arc welding equipment, 
and Kent dish w machines 
A Scott-Turner & 


PIKE TYRE & RUBBER CO., 
Cc W. Led., — 
The London Trimming 
hoods, loose covers, carpets and 
upholstery, and V. W. 

., motor engineers, for John 

Willis Advertising Ltd. (London). 


BERNE SILK MANUFACTUR- 
ING CO., LTD., for Newslines. 


COSMIC CRAYON LTD., 
rf David Macaulay ay + 


THE BENTLEY LAUNDRY 
using provincial weeklies and 
transport oe. Charles 
Hagenbach i.» adver- 


tising for new whole grain loaf 
in rovincial weeklies, Direct 
w Su Ltd., provincial 
evenings and weeklies, and T. 

hittick & Son Ltd., yeast and 
bakers’ oungees, using trade press, 
for Stuart Hirst Ltd. (Leeds). 


ARMSTRONG er a for 
Alfred Pemberton Ltd. Spring 
campaign in class magazines 
motoring press for Sapphire car. 


YE OLDE OAK TINNED 
MEATS, using provincial and 
trade press, for G. Street & Co., 


Ltd. 
Campaigns 


PEARS SOAP, using large spaces 
in national daily newspapers, 
magazines and trade press (Foote, 
Cone and Belding Ltd.). 


ay ys ee ee yn 


. magazines and 
Be saans ma F. Higham Ltd.). 


BIRD'S CUSTARD, using large 
spaces national news 
magazines (Young 
Ltd.). 


PAYNE’S POPPETS, using national 
daily and Sunday newspapers, 
rovincials and magazines (The 
Robert Freeman Co., Ltd.). 


PEERAGE BRASSWARE, using 
100 newspapers and magazines 
covering British Isles (Reid 
Walker Advertising Ltd.). 


BREWERS SOCIETY, using 
national Sunday newspa pro- 
vincials and magazines > "ee 
Benson Ltd.). 


PHILISHAVE, using _ national 
dailies, Sundays, provincials, 
magazines and trade press (Erwin 
Wasey & Co., Ltd.). 


IRISH LINEN GUILD, using 
national newspapers, magazines 
and trade ie (London Press 
Exchange Ltd. 


ANGEL des POWDER cam- 
paign in women’s magazines ex- 


and 
Rubicam 


re, Gale Tibco eS 


365 HANDKERCHIEFS, using 
national press for new birthday 
gift pack (F. John Roe Ltd.). 


CUTIPEN pre-Easter campaign 
being doubled in the national 
press (Sommerville & Milne Ltd. 
(Glasgow) ). 


BRITISH continuous 
campaign from March to Novem- 
ber using weekly and monthly 
magazines, national newspa pers, 
local press and dealer aid mate 
(C. J. Lytle Advertising Ltd.). 


WARWICK UPHOLSTERY CO., 
using a evening and weekly 
newspa, and mail 
(Roles. "% “basher Ltd.). 


usin technical press (John 
Benington Ltd.). 


HAWKER SIDDELEY GROUP. 
using national sw? and 
full pages in /Ilustrate cangen 
News and overseas 
Dolan Davis Whitcom me 

wart Ltd.). 


WESTOOL LTD., makers of elec- 
trical solenoids, using Daily 
Telegraph, Pinenctel ph and 
provincial 
(Stuart Hirst ct (Leeds) ). 


ULTER STOMACH TALES, 
week provincial evening 
y , Reneeepere (Stuart Hirst 


EKCO, using half-pages and similar 
spaces in national a and age 
newspapers and 
magazines (Willing s 5 a-yr a 
tising Ltd.). 


PLANTOIDS, using full colour 
cover pa in national ma 
zines, full pages in gardenin 
press, and large spaces nationa 
and provincial newspapers 
(Arthur Knight Ltd.). 


DUNLOP INSTITUTIONAL 
SCHEME, using large spaces 
national and provincial news- 
papers and magazines and indus- 
trial and business publications 
(C. F. Higham Ltd.). 


E. S. PERRY, LTD., makers of 

a ~, ‘fountain pen, using 
igerian an oast 

(G. Street & Co., » ayer? 


British sweater 
fashions filmed 
for TV in America 


The National Broadcasting 
Corporation of America began 
filming yesterda ¥ (Wednesday) at 
Great Fosters, Egham, Surrey, a 
sequence of Pringle sweater 
fashions for inclusion in a new 
N.B.C. Television programme 
which starts next month, entitled 
“Home.” The programme will 
go out from New York to more 
than 50 cities. Sequence and 
treatment of the film have been 
arranged by the N.B.C. London 
Bureau and W. R. T. Rodger, 
director of He aay, ? Pringle 
of Scotland Ruth 
Hammer, Pringle’s press liaison 
officer in New York, arrived in 
London on Monday to work on 
the film. 


ADVERTISER'S WEEKLY 


esse. ADVERTISEMENTS 


Experienced 


Write giving full particulars 
including salary expected. 


Box 6827 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENT TELE- 
PHONE CANVASSER, malic or femaic, 
required by National Daily Newspaper 
for their Manchester office. Prospects 
will ultimately tead to display repre- 
sentation. Applications will be treated 

confidence and should include age, 
experience and salary required, Ay 
Box 6798 Ad. Weckly 180 Fleet St BC4 


PRODUCTION GROUP 
MANAGER 


required 
by large London Agency to take 
charge of a group responsible for 
Mechanical production of a number 
of varied accounts. 3 to 4 years’ 
experience essential. Apply with 
particulars of experience to; 


Box 6852 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG ARTIST required, cither sex. 
Opportunity to gain experience in 
Commercial An, Phone: SYD 5689, 

EXPERIENCED RETOUCHERS required 
for black and white and colour work. 
First class work with a great variety 
of subjects, 40-hour week, congenial 
working conditions, highest wages for 
top class men. Write full particulars. 
Box 6775 Ad. Weekly 180 Pleet St BC4 


HADDON’S 


experienced typographer who 

knows the answers to all the standard 

problems but is not content with 

the obvious one. The job is a good 

one now, gets better as it goes 

on, and has a Staff Pension at the 
end of it. 


Write or ‘phone the Personnel Director, 
JOHN HADDON & CO. LTD. 
1 Salisbury Square, E.C.4. CENtral 8156 


YOUNG UGHTSMAN required, 
desirous of branching out into Ad- 
vertising, Technical Illustration and 
Exhibition Stand Design. Write, 
stating age, to Ref, SSE/PLI, 8. —| 
& Sons (England), Lad., Crick le 
Works, N.W.2. 


REPRESENTATIVE 


Oe ee 
vecency for an 9 
tative tor the Midlands pb cal = a 
tact and ability to negotiate business et high 
level, preferably aged 30-40 Experience 
ond ction in @ material an 
advantage, large exiting connection 
handed over Remuneration by salary and 
plus Ht Apply 
giving previews experience la dete with 
past earnings :— 


PRECISION PROFILES LIMITED 
58-60 Rutland Street, Leicester 


ARTISTS required by first-class Colour 
Primers. Figure work, lettering, etc. 
of the best possible work desirable. 
Please write or telephone for an imer- 
view, © Nathaniel Lioyd & Co., Lid., 
Burrell Street Works, Blackfriars, $.B.1 
WAT 6121, 


territories. 


EXPORT ADVERTISING SERVICE LTD. 
require a fully experienced 


SENIOR COPYWRITER 


This position is a responsible one and applicants must 
be able to write mature copy and be capable of assisting 
in the preparation of campaign themes for many 
internationally famous products selling in overseas 


This is an interesting opportunity, offering freedom of 
scope and variety to the right man. 
Excellent superannuation facilities. 


Write in the first place, stating age and salary required. 
with details of previous experience, to: 


THE MANAGING DIRECTOR 


EXPORT ADVERTISING SERVICE LTD. 
22, Old Bond Street, London, W.1. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


NOTLEYS 
require a va “cmplormeat, 
TYPOGRAPHER 


Please write or phone 
for appointment to 


C. D. Notley Advertising Ltd. 
15 Hill Street, W.1. 


is excepted 
of Vacancies Order 1952" 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements a 
through a Local Office of the Ministry of Labour or « Employment 
© 9 te ane EO Eiate os 0 ne ie Se oe 
the provisions 


of the 


Mr. J. E. Dibbs 


GRO 8911 


ence, to 
Box 6756 Ad, Weekly 180 Fleet St BO4 


work, airmail, to + 


PRODUCTION 
ASSISTANT 


Large London Agency requires 

production man with 2-3 years’ 

experience of mechanical produc- 
tion for progressive position. 


Advertiser's Weekly 180 Fleet St EC4 


COMMERCIAL ARTIST 


tonal = 2 aap a 6 em Se > oe 
be" periculary svong sm hawre drawing tnd. avo edeot et producing. gu 


congenial conditions. 
22 eae © oe @ ay ey ee ee oP 
Please send full particulars of experience (stating age) together with samples of 
“ Artist” 
CHARLES HAINES ADVERTISING LTD. 


P.O. Box 1432, Auckiand, New Zealand 


FPepruary 25, 1954 


APPOINTMENTS VACANT 


COMMERCIAL PUBLICITY 
(LONDON) LTD. 


again require 
additional studio staff. Only 
experienced artists need apply. 
Applicants must be neat, rapid 
workers, able to produce highly 
finished roughs, good lettering, 
design and technical line drawings. 
Creative ability an asset. 


Phone for appointment 
TEMple Bar 0488 


LAYOUT/VISUALISER 


25 w WO. 
assistant to Advertisement Manager. 


PROVINCIAL EVENING NEWSPAPER 
has vacancy for space salesman aged 
Opportunity w tain as 


SECRETARY for firm of 


Box 6862 Ad. Weekly 180 Flee: St EC4 


CREATIVE ADVERTISING ARTISTS LTD. 
8-9 East Harding St.,£.C.4 CITY 8101/3 


require @ thoroughly experienced 
RETOUCHER 
also an experienced 
LAYOUT AND GENERAL ARTIST 
to join a busy team working under excellent 


artwork 


Box 6865 Ad, Weekly 180 Fleet St BC4 Box 6835 


conditions. Write or ‘phone for appointment. 


+ ARTIST  re- 
18 Thurloe Place, 


and 
display consultants, W.C. district. 
Must have all-round advertising experi- 
ence, be highly educated, pleasant 
personality, capable of acting on own 
initiative. lect typing 
essential. Pleasant conditions. Easy 
hours. Write fully 
Box 6807 Ad. Weekly 180 Fleet S BC4 


required for 
London Agency. Applicants should 
have previous Agency experience and 
be capable of putting their own and 
others ideas into good layout form for 
presentation tw clicnts. Five-day week 
and ideal working conditions.—Write 
fully, including age, experience and 
salary required, to 

Box 6914 Ad. Weekly 180 Fleet St EC4 


p= 


lor Photolitho. perience and salary required 


Say week. 


REPRESENTATIVE required immediately 
for London office of provincial daily 
State details of age, ex- 


Ad. Weekly 180 Fleet St BC4 


Thos. W. Ward Ltd. 


Sheffield 


MANUFACTURERS and DISTRIBUTORS of a WIDE 
RANGE of ENGINEERING and INDUSTRIAL MATER- 
IALS, PLANT and SERVICES at HOME and ABROAD 


require a fully qualified 


PUBLICITY MANAGER 


LAYOUT ARTIST 


required 
to produce work from visuals 
to slick roughs in pencil for 
clients. Good design sense, 
knowledge of type and agency 
experience essential. 
Box 6892 
Advertiser's Weekly 180 Fleet St EC4 


NATIONAL NEWSPAPER 
requires 


Assistant 
PUBLICITY MANAGER 


Applicants must have all round 
advertising experience and be fully 
prepared and qualified to take 
charge of production. Preference 
given to young man with Agency 
experience. 

Write with details of experience and 

salary expected to: 


Box 6904 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG VISUALISER-ARTIST required 


in small, progressive West End agency. 
Must be good typographer and able to 
do layouts and some art, 
including some lettering, and have 
ambitions to become a qualified adver- 


Box 6803 Ad, Weekly 180 Fleet St BC4 


Applications for this post are invited from men with wide 
experience of public relations, sales promotion and general 
publicity work—preferably within the field of be angel or 
the heavier industries. The main qualification will be the cap- 
acity to develop and administer the work of the publicity 
department in this field, and writing ability is, therefore, 
essential. Equally important will be the abilt to work in 
close liaison with the advertising agency which handles the 
Company's press advertising and production routine. 


This is a permanent, pensionable post providing ample scope 
and interest for a man of the right calibre. oes 


Applications in writing, giving age, qualifications and full 
details of experience to : 


YOUNG ARTIST 


As Assistant to Art Director. For 
Layouts and finished lettering. Some 
knowledge of Typography and 
Production an advantage. 
Write or phone 
MR. NEEDHAM 
MARKETING CONSULTANTS Ltd. 
28 Denmark St., W.C.2 
TEMple Bar 7982 


JAETTERING ARTIST required. Write, 
Stating experience and salary expected, 


to 

Box 6859 Ad. Weekly 180 Flee: St EC4 
GIRL required for Voucher 
. 5S dw, Hours, 9.30-5.30. 

Apply Rex noon Lid., 131 

New Bond Street 


A VACANCY OCCURS ina London 


Studio producing top-grade press and 
catalogue illustration and photography 
for an experienced young lady repre- 
sentative. Full particulars 

Box 6882 Ad. Weekly 180 Fleet St BC4 


The Office Superintendent 


THOS. W. WARD LIMITED 
ALBION WORKS - SHEFFIELD 


‘OUNG GENERAL ARTIST required 
who has a flair for high-class technical 


publicity. Excellent opportunity for an 
artist with modern ideas who is a good 
letterer and able to do finished work. 
Will be expected to carry out simple 
photo -retouching quaieatiie. Figure 
work not essential. Agreeable working 
conditions, hours 9.30-5.30, 5-day week. 
Write giving full details of 
experience, and salary required 

do not send specimens). 

Box 6802 Ad. Weekly 180 Pieet St BC4 


A RAPIDLY EXPANDING 
AGENCY REQUIRES 
STUDIO PERSONNEL 


5 DAY WEEK 
HOLIDAYS PAID 
GOOD OPPORTUNITIES 


A LAYOUT-LETTERING MAN— 
| RETOUCHING WOULD BE A 
USEFUL SECOND STRING 


A FLAIR FOR DESIGN 


2? A JUNIOR ARTIST WITH 
AND LETTERING 


Please phone or write 
STUDIO MANAGER 
(Michael Italiaander) 

E. ALLAN-COOPER & CO. LTD. 
24/5 Conduit Street, W.1. 
Telephone : MAYisir 9871 


Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


We offer an 


ACCOUNT 
EXECUTIVE 


@ career in export adverti- 
sing. We want a first-class 
organiser with practical 

vertising experience, sound 
education, good appearance 
and personality, some know- 
ledge of the world, and the 
drive and staying power to 
grow with a vigorous, ex- 
panding organisation. Our 
staff know about this advert- 
isement. 

Write in strict confidence 
Box 6925 

Advertiser's Weekly 180 Fleet St EC4 


413 


CLASSIFIED ADVERTISEMENTS 


desirable. 


Young Space Salesman 
Required 


for old-established monthly journal (40,000 circulation). 

Some experience of selling to National Advertisers is 

Excellent prospects, 

motion to Advertisement Manager for an enthusiastic 

young man with flair for selling — aged between 
22-27. Salary and commission. 


Write for appointment, giving age and details of 
experience to : 

6854 

Advertiser's Weekly 180 Fleet St London EC4 


with eventual pro- 


JUNIOR COPYWRITER (male), required 
old-established London agency 
Good salary, excellent pros- 
Some agency or advertising 
department experience essential. 
Box 6911 Ad. Weekly 180 Fleet St BC4 
WANTED.—-LADY OFFICE ASSIST- 
ANT to Advertisement Manager of 
Magazines in London Publishing House. 
Five-day week. Previous experience 
in similar work essential. Typing (not 
shorthand) an advantage. 
Box 6894 Ad. Weekly 180 Plect St BC4 
A RAPIDLY EXPANDING AGENCY in 
the West End require a layout-lettering 
man, retouching knowledge would be 
an asset. Write, stating salary, age and 


experience, to 
Box 6871 Ad. Weekly 180 Pleet St BC4 


EXPORT ADVERTISING. The London 
headquarters of a large engineering 
group requires in its Publicity Depart- 
ment a man of initiative to co-ordinate 
its international advertising and 
publicity. Age approximately 30. He 
must have a minimum 12 months’ 
agency experience, a fairly wide know- 
ledge of advertising in export markets 
and be capable of creatively instructing 
the advertising agents. A good 
correspondent with a flair for detail 
is essential. 

Box 6867 Ad. Weekly 180 Fleet St BC4 


N.S.W. 


require an 
ART 


PROGRESS 
MANAGER 


Experienced man or woman 
to act as right-hand to Art 
Director. The job involves 
the buying of artwork and 
the timing of artwork pro- 
duced either within or outside 
the agency. Previous experi- 
ence of similar work in size- 
able and efficiently ‘organized 
London agency essential. 
Write stating details of ex- 
perience and salary required 
to :— 
The Art Director, 

NAPPER, STINTON, WOOLLEY LTD. 
14-19 Great Chapel Street, W.! 


SENIOR ARTIST 
RETOUCHER 


REQUIRED 


Vacancy in leading London 
Studio, but only first-class man 
need apply. 


Telephone for 
PRI 8821 


TRACER, single woman, required by 
Head Office of large industrial concern 
in Westminster area. Experienced in 
engineering drawing. Good free-hand 
lettering absolutely essential. Orna- 
mental pen lettering an advantage. 
Good pay and prospects. 
week. ro scheme. 
canteen, etc. Write, giving full parti- 
culars, to Box 771, _clo Dawson's, 28 
Craven Street, 
work 


VACANCY 


for a really live “Business Getter”. 
in established, fully-recognised 
London Advertising Agency (I.P.A.). 
Full services and every assistance 
available. No investment required. 
Excellent terms. This position pro- 
vides real scope and rapid progress 
for the right man. Present staff are 
aware of this advertisement. 
Write in first instance to : 
Box 6866 
Advertiser's Weekly 180 Fleet St EC4 


GENERAL ARTIST (22-35) required in 
the Publicity Department an East 
London firm of 
Manufacturers. 
cam will have 
drawing — weenie reproduction 

to the illustra- 

tion of "echnical subjects. Excellent 

working conditions, progressive post, 

Sday week. Write, giving full details 


of experience and salary required, to 
Box 6876 Ad. Weekly 180 Fleet St BC4 


TYPOGRAPHER required by West End 
Agency. Opportunity for progressive 
young man who has the right back- 
ground, Phone: GRO 7511, Ext, 18. 


AGGRESSIVE 
MAN or WOMAN 


Sod oi 


with of any kind 

wanted to direct Seles of Classified Adverti- 

sing in Leading Scottish Newspaper. Ex- 

cellent working conditions and good future 

for active person who enjoys selling Ability 
is important, net age or sex. 


Box 6849 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


STUDIO IRWIN 
have vacancy for 


TOP 
RETOUCHER 


A secure and lucrative position 

for the right man. Write or 

phone to Art Director for 
appointment. 


STUDIO IRWIN LIMITED 


Irwin House, Gough Square, E.C.4 
Telephone Mo, CITY 2171-3 


ADVERTISEMENT DEPT. of trade 
weekly requires representative, Know- 
ledge of shipping 9 aS useful. 
Commencing £500-£550 
Box 6864 Ad, Weekly 180 Fleet St BC4 


TIME & TIDE requi now, classified 
advertisement representative for Lon- 
don, Small salary, expenses, generous 
commission, Write fully age, experience 
and current achievements selling 
“smalls” by personal approach and 
through mails, Business Manager, 32 
Bloomsbury Street, London, W.C.1, 

PICTURE STRIPS. Artists required by 
leading publishers; also script writers 
for the same. Regular free-lance 
or inside staff. Apply 
Box 6866 Ad. Weekly 180 Plee: St BC4 

ADVERTISING AGENCY (W.C.2) re- 
quire competent shorthand/typist with 
Production Department experience for 
secretarial and production work. 
Write, giving full ye By age, ex- 
perience and salary requi wo 

Box 6896 Ad. Weekly 180 Fleet St BOS 


RCN 


man around thirty. 


Apply in strict confidence to 
The Managing Director 


184 Strand London WC2 


require a VISUALISER 

with a modern outlook to be the leading 
visualiser in a creative team. 

Must have first-class experience of 
national accounts, and an all-round 
advertising mind in addition to versatility 
in style and ideas. A position of high 
responsibility and good prospects for a 


Rumble, Crowther and Nicholas Ltd 


‘Phone your Classifieds 


to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


TYPOGRAPHER 


There is a vacancy for a good 
creative Typographer at 


The man we are looking for 
will find an interesting variety 
of work and will be encour- 
aged to exercise his creative 
ability. A generous salary 
awaits the right man. 


Write to the 
MANAGING DIRECTOR, 
SMITHS’ ADVERTISING 
AGENCY LTD., 

100 Fleet Street, E.C.4 


~ 


FPesruary 25, 1954 


CLASSIFIED ADVERTISEMENTS Bl APPOINTMENTS VACANT | 


APPOINTMENTS VACANT 


Vacant: “The engagement of persons answerlng these advertisements must 
made through a Local Office of the Ministry of Labour or a § Employment 
W the ‘policant by « man aged 18-64 inclsive ors woman ayed 18-59 inchsive 
he of she, or the employment, ts excepted the provisions of the 
Notifiention af Vacancle Onder 1952." 


ADVERTISEMENT 
REPRESENTATIVE 


required by 


OLD ESTABLISHED 


COPY-CONTACT 


Young copywriter with some 
agency experience wanted by 
London Advertising Agency. Must 
be keen and anxious to progress 
towards the handling of accounts. 


Give full details in writing to: 


Box 6923 
Advertiser's Weekly 180 Fleet St EC4 


This would be a part-time appoint- 

ment which should appeal to those 

already with connections in the 
Grocery and allied trades. 


Phone CITY 1003 for appointment 


LEADING W.E. AGENCY requires 
assistant experienced in production and 
general administration on National 
accounts, Knowledge of space an ad- 
vantage. Congenial conditions, canteen 
available. Young lady considered, 
Details of age, experience and salary, 


to 
Box 6857 Ad, Weekly 180 Fleet St BC4 


A WEST END AGENCY have a vacancy 
for a Junior Artist with a flair for 
design and leuering. Write, stating 
salary, age and experience, to 
Box 6872 Ad. Weekly 180 Fleet St BC4 


JUNIOR ARTIST (MALE) with some 
Studio experience required, Ring 
Studio Productions Lid. TEM 2730 
for appoimmment or call at 65 Long 
Acre, W.C.2, between 12 and 1 p.m. 


PRODUCTION ASSISTANT, with good 
all-round knowledge gained preferably 
in medium-sized Agency. Under 30 
years. Write 
Box 6848 Ad. Weekly 180 Fleet St BC4 

NATIONAL MAGAZINE has vacancy 
for a creative layout man. Knowledge 
of typography and experience with 
colour (gravure and letterpress) are 
essential qualifications. Some know- 
ledge and appreciation of domestic 
architecture, furnishing, decoration, 
housekeeping and gardening would be 
an added commendation, Give details 
of past experience. Applicams must 
be members of the N.UJ. 

Box 6931 Ad. Weekly 180 Fleet St BC4 


MALE ASSISTANT (23/25) 


required for busy Classified Ad- 
vertisement Department of West 
End Agency. Knowledge of media, 
and previous experience in this 
branch of Advertising a distinct 
advantage. Good typist essential. 


Write, or telephone for appointment. 


SMITHS’ 


(TEM. 7804) 


AUSTIN KNIGHT LIMITED 
8 Grape St., Shaftesbury Avenue, W.C.2 


An 


opportunity 


occurs for a layout- 


typographer 


to come to 


Crawfords 


Apply by letter to Art Director, 
W. S. Crawford Limited, 

233 High Holborn, 

London WC1 


ASSISTANT (shorthand/typist) required 


for advertisement department of weekly 
and monthly periodicals. Good pros- 
pects for career girl. Must have 
secondary education, retentive memory, 
pleasant manner, neat handwriting. 
—Write fully 

Box 6909 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED LETTERING ARTIST 
required in London Studio of 
Alfred Bates & 


of quick, —_ 


100 Fleet Street 


are looking for a first-class 
COPYWRITER 


Applicants should be able to show by their 
record that they can justify a generous 
starting salary and also that they have the 
ability and imaginative approach to adver- 
tising which will qualify them before long 
for a high executive position in the agency. 
This vacancy offers every opportunity to 


the right man. 


Applications for interviews should 
be made in writing to Tom Smith, 
Smiths’ Advertising A 
100, Fleet Street, Lo 


Street, BCs. 


First Class 
Visualiser/ 
Layout Man 


required by well known 
London Agency 
This is an interesting position with 
many advantages for a man with 
considerable agency experience. 
Must be able to devise campaigns 
in collaboration with copywriter, 
have a real sense of design and 
ability to draw the figure. This 
appuintment is a progressive one 
and carries an excellent salary with 
full superannuation facilities. 


ney Ltd., 
E.C.4. 


R. F. BLAY LTD. 


urgently require 
FIRST CLASS 
LETTERING ARTIST 


The man we require can produce 
free-style and drawn lettering that 
has real style. He has been work- 
ing for a number of years on 
national advertising accounts or 
has had equal experience with 
leading publishers. He is capable 
of earning a minimum of £750 p.a. 


also 


LETTERING IMPROVER 


A wonderful opportunity for a 
young man with some studio ex- 
perience and a flair for lettering 
and design to further develop under 
the guidance of one of the foremost 
designer-layout men in the business. 


The successful applicants will join 

a friendly team producing first- 

class work and will be eligible for 
staff pension scheme. 


Write to the Managing Director at : 
10 GEES COURT, OXFORD ST.,.W.1 
or phone MAY 5041 for appointment. 
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Fepruary 25, 1954 


APPOINTMENTS VACANT 


EXPERIENCED 
PRODUCTION 
MAN 


space department, for type mark- 
ups, adaptations, block ordering, 
proof checking. Must have had 
Agency experience of similar work. 
Salary according to qualifications, 
good prospects. Write, giving age, 
full details and commencing salary 
required to: 


Staff Manager 
GILBERT ADVERTISING LTD. 
10 Norfolk St., London, W.C.2 


FIRST-CLASS EXPERIENCED SPACE 
SELLER required for quality magazine 
of world-wide appeal. Man able to 
interview heads A businesses, oo 
tising managers 


agency 
buyersSend. full details in confidence 
Box 6912 Ad, Weekly 180 Fleet St BCS 


ARTISTS FOR AUSTRALIA 

Two Senior and two Junior ARTISTS required 

for progressive posts in Art Department of 

Adelaide firm of photo-engravers. Weekly 

salary range—Senior £16-20, Junior £10-15. 

Initial contract 2 years. Priority passeges and 
d. 4. Interviews 


r] ” 
London. Write fully in first instance to: 
Box 6930 Ad Weekly 180 Fleet Street EC4 


TECHNICAL INSTRUCTION BOOKS.— 
Assistant required, with an enginecring 
background, in the Publicity Depart- 
ment of The English Electric Co., Led., 
Stafford, for the —_ of tech- 
nical instruction books 
apparatus.—Applications, “which . ~ 
be treated in confidence, should 
addressed to Dept. CP.$.336/7, Serand, 
W.C.2, quoting ref. 1121C 


ACCOUNTS EXECUTIVE 
FOR 
NATIONAL TECHNICAL 
ACCOUNTS 


Required to control very 

important Industrial and En- 

gineering Accounts in a 

leading London Agency. 

Knowledge of machine tools, 

aircraft or industrial heating 
an advantage. 


Box 6906 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


CREATIVE VISUALISER- 
LAYOUT MAN 


London Agency wants top class 
visualiser capable of interpreting 
copy ideas effectively and able to 
produce roughs, including figure 
work, to a high standard. 


Write, giving full information to: 


Box 6922 
Advertiser's Weekly 180 Fleet St EC4 


ACCOUNT 
EXECUTIVE 


competent 
rapidly pro- 
g Registered Practitioners in Eastern 

ind. Capable of servicing a wide variety 

of accounts. Must have creative and copy- 
writing ebsity end a complete knowledge 
of agency routine. We do not want a trainee 
—the man we are looking for will slready 
be holding @ position of responsibility. Age 
might be anything from 30 to 45 years. 
R D ate with ability 


Box 6907 
Advertiser's Weekly 180 Fleet St EC4 


REPRESENTATIVE with connections able 
to introduce new business to small 
Industrial Photographic Studio. 

Box 6851 Ad. Weekly 180 Fleet Sc BC4 

EXPERIENCED ALL ROUND GEN- 
ERAL ARTIST required (Male). Write, 
giving details and salary required. 
Box 6728 Ad. Weekly 180 Fleet St BO4 

KEAL OPPORTUNITY for proved Space 

area. 


sion basis. —Write 
6895 Ad. Weekly 180 Fleet Si BO4 


CONTACT EXECUTIVE required by 
fully recognised Advertising Agency. 
Proven ability in all phases essential. 

6885 Ad. Weekly 180 Fleet St BC4 


COSMETIC 
ADVERTISING 
ASSISTANT 
We are looking for a 


woman with a sou we 
ledge of cosmetics for our 
Advertising Department. Ex- 
perience in advertising and 
press relations would be a 
consider: advantage. 


This is an exceptional oppor- 
oon | to join a rapidly ex- 
ing organisation. 


Please write full details of 

your experience and the 
ry you require to: 

The Advertising Manager 

RICHARD HUDNUT LTD. 

Power Road, London, W.4 


PRODUCTION MAN 
required 


for small well-established Advertising 
Agency. Must have ideas and initiative and 
be able to produce neat leyouts for pres 


ads., folders, showcerds, etc-, with sound 
i dge of typog end reproducti 

prosp for right man 
Apply in writing only, stating experience 


S. F. & PARTNERS LTD. 
4a Bloomsbury Squere, W.C.1. 


ENGRAVERS require Young 


Man, N.S. completed, w tain as 
Progress Clerk. Some knowledge an 
dv An Reprod Co., 
cir 7179 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


VISUALISER- 
LAYOUT MAN 


This is animportant appointment. 
Applicants must be fully ex- 
perienced and able to prepare 
conference visuals and clients’ 
presentation roughs. Knowledge 
of typography an advantage. 


LETTERING ARTIST 


Opportunity for artist with 
several years’ experience in 
agency or advertising studios, 
to work in congenial surround- 
ings on interesting accounts. 
Encouragement will be given to 
development of talent. 


Applications by letter only 
to ART DIRECTOR 
SCOTT-TURNER 


& ASSOCIATES LTD. 
17-18 Dover Street, LONDON, W.1 


PATONS & BALDWINS want « junior 
Assistant, cither scx, in their Brentford 
Publichy Dept Previous advertising 
experience not imperative but capacity 
for writing sound factual copy about 
knitting and rug wool will count 
heavily.-"Write wo 5S. H, Bowden, 
Patons & Bakdwine Lid., Great West 
Road, Brentford, Middx, 

ADVERTISING ASSISTANT (male) aged 
20/25, for London office (S.W.1) of 
international manufacturing engineers. 
Must have some practical advertising 
experience, Ability to handle editorial 
publicity and maintain current records 
an advantage. Five-day week, 
annuation scheme, luncheon vouchers. 
—Write, stating age, education, experi- 
ence and sa required, to 
Box 6899 Ad, Weekly 180 Pleet St BOS 


LARGE ae ae RETAIL ORGAN: 
SATION 


EXPERIENCED RETOUCHING 
ARTIST and experienced la and 


yout 

lettering artist required for Suudio, Ring 
CENitral 3452 of 4912 for appoinmment. 
ALL-ROUND ASSISTANT required for 
Advertising Office in Strand district. 

Shorthand /typing essential 
Box 6910 Ad. Weekly 180 Fleet St BC4 
LAYOUT ARTIST.—Top class layout 
perience 


prepared 
to visualise. Good salary, Scday week. 
—Write fully to 


Box 6913 Ad. Weekly 180 Pleet St BC4 


“THE WESTERN DAILY PRESS” 
require isement Repre- 
sentative Applicants should write 


ence and salary required to — 1 ome 
Director, Raldwin Street, Bristol, 


department. 


to: 


MEDIA RESEARCH 


Well-known London Agency has 
vacancy for a man around 30 exper- 
ienced enough to take charge of this 
Applicants who have 
experience of Space Buying will be 
favourably considered. The position 
presents an opportunity for the right 
man to give assistance in the media 
planning department looking after 
important accounts. Full details of 
age, experience and salary required 


BOX 6888 
Advertiser's Weekly 180 Fleet St. EC4 
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Technical and Industrial Accounts. oF 
Applicants will be required tw prepare 
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mingham requires an assistant to the i. 
Advertising Manager. Minimum quali- oe 
fications: Good education, age about he 
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working and able to take responsibility. | i 
—Apply -} writing i. _— 
Road Works, Hockley, Birmingham, 
for application form. , 
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Phone your Classifieds to CHA 8844 (Ex 25) | 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Leading Birmingham Advertising 

Agency, shortly moviog to larger 

premises, have vacancies for ex- 
perienced persons in their 


CREATIVE 
PRODUCTION 
COPY DETAIL 

and 

VOUCHER 

DEPARTMENTS 
There will also be vacancies for 
Juniors in all departments. The 
above positions offer excellent 
opportunities for the right appli- 


cants. Five-day week, good working 
conditions. Write, giving full par- 


416 


% 


CLASSIFIED ADVERTISEMENTS 


answering these advertisements must 


Employment 
18-64 inctusive ora wa 18-59 inclusive 


i from 
of Vacancies Order 1952.” 


of the 


Fepruary 25, 1954 


APPOINTMENTS VACANT 


LEADING 
FILM COMPANY 


has vacancy for young Publicity 
Assistant able to create and rewrite 


FRUSTRATED 
ART DIRECTOR 


wanting scope for ideas and initiative NEEDED 
by expending London tiem. Musthave human 
touch and « sense of humour, and « long: 
term view of salary prospects—modest four 
figures to start. Qualities required : admin- 
istrative ability, good critical sense, wide 
contacts with designers and artists, reasonable 
technical knowledge, decision, patience and 
hard work. Write fullest details in absolute 
confidence to : 


ADVERTISEMENT 
REPRESENTATIVES 


required by leading engineering 
export journal. Reorganised aregs 

ilable :—(a) L hire, Cheshire, 
pert Derbyshire and North Wales 
and, (b) Shropshi . 
Heretordshire, B gh the Black 
Country and South Wales. Previous 

> isan val lificati 
end full details of career musi be given 
in fiest letter. 


Stabtardchi 


copy, captions, etc; and general 
press relations work. The post is 
progressive, calls for initiative, 
but successful applicant must be 
prepared to work under supervision 
and have the kind of temperament 
which does not crack up on high 
pressure work... 


Write briefly, stating age and salary 
required, to; 


Box 6929 
Advertiser's Weekly 180 Fleet St EC4 


ticulars to; 


Elliott Advertising Ltd. 
192 Broad St., Birmingham 15 


ADVERTISING MANAGER, multiple 
retail organisation, requires youthful 
and energetic assistant to follow him 
around and to learn the many and 
varied requirements which are 680 
needful to multiple stores sales promo- 
tion. The work is hard and interesting 
and offers scope wo the right man.~tTf 
you are interested write wo 

~ Rox 6868 Ad, Weekly 180 Fleet St BC4 
oe ae EXPANDING BIRMINGHAM AGENCY 
requires young Production § Assistant. 
Agency experience in ordering blocks 
and type-settings and issuing copy in- 
structions essential. Varied and 
interesting job in happy working con- 
dittons.-Write, in fullest confidence, 
to Production A , . Beard 
Advertising Lid., 125 Soho Hill, 
Birmingham, 19. 


MACHINERY LLOYD 
6 Cavendish Place, London, W.1. 


Box 6934 


WANTED.—Exccutive with organising 
Advertiser's Weekly 180 Fleet St EC4 


ability, for permanent situation in 
North of England. of 
exhibition work useful but not essen- 
tial. Must be able to work on own 
initiative in executive capacity. 


/oory DETAIL..-We 
are looking for a really good man to 
handle mechanical production and strippers and 
general copy detail on a group of down. Excellent 
important accounts, This is a well and = pay.——Swift Publicity Limited, 
paid job for the successful applicant.— Moun Street, W.1. GRO 7169, 
Write full particulars and expe EXPERIENCED PRODUCTION CLERK, 
salary to Production Manager, C. J. under 25, is required by leading London 

-3-4 Dean . . 
Lytle (Advig.) Lid., 2-3 Agency. Good working conditions and 
Surect, W.1. prospects. Five-day week; two weeks’ 
YOUNG FEMALE ex-Art student re- paid holiday this year.—Apply, giving 
quired for Consultant Designers, Exhi- age, experience and salary required, to 
bition Display and Illustrations, Good Box 6898 Ad. Weekly 180 Ficet St BC4 
opportunities. -R.L.A., Welbeck 7015. ADVERTISEMENT MANAGER required 
PRODUCTION ASSISTANT required by by leading Trade Journal Group to 
growing small West End advertising represent their textile publications in 
agency (R.P.A.). Excellent oppor- Lancashire and Yorkshire. Space sell- 
tunity for right man to build important ing experience essential, Excellent 
job of increasing scope and value. opportunity for keen salesman. Write, 
Apply giving age, experience, approxi- giving details of age, experience and 
mate commencing salary required, to salary required, to 
Box 6897 Ad, Weekly 180 Fleet St BC4 Box 6928 Ad. Weekly 180 Fleet St BC4 


EXPRESS PHOTO LITHO Pilate 


, and 
Printing Service, require first 


class 


spotters, and printers 
working conditions 
required, to 


Box 6900 Ad, Weekly 180 Fleet St EC4 


EXPERIENCED COMMERCIAL 
ARTIST wanted able w produce 
finished lettering and art-work. Oppor- 
tunity to branch out into design. 
Salary to meet talent. 

Box 6915 Ad. Weekly 180 Fleet St BC4 


ASSISTANT TO PUBLICITY EXECU- 
TIVE required by a well-known Com- 
pany in London. Suitable candidates 
must have had practical advertising 
experience, must be to proof 
reading and printers’ alterations. <A 
knowledge of typing would be an asset. 
Candidates (Male or Female) aged over 
27 should apply two 
Box 6870 Ad. Weekly 180 Fleet St BC4 


= | SAWARD, BAKER 
A Cosmetic 


require a 


FIRST CLASS LETTERING ARTIST 


Advertising 


for work of the highest quality, including 
London Agency requires top-level advertising script. 
executive with intimate knowledge of 

cosmetic advertising and merchandising. He 
should be to a certain extent creative, 

with experience in modern methods 

of research, distribution and campaign planning. 
The man we want is probably already 

heading a group working on similar problems. 
(Our own staff know of this appointment, 

of course); Please write in first instance 

giving details of age, experience and salary 
required, to: 


If he can do simple drawings in addition it 
would be an asset but the emphasis is on 
lettering. 


It is a unique chance to work with progres- 
sive people who are a happy crowd, in a 
comfortable studio with good light and every 
facility for producing good work. 


For applicants’ own convenience they should 
first telephone or write for appointment to 
Studio Manager, Saward, Baker & Co. Ltd., 


BOX 6889 ADVERTISER'S WEEKLY 180 FLEET ST EC4 27 Chancery Lane, W.C.2. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Fesruary 25, 1954 


APPOINTMENTS VACANT 


GENERAL ARTIST required, age im- 
material, Waterloo district. 

Box 6921 Ad. Weekly 180 Pleet St BC4 

SECRETARY SHORTHAND /TYPIST. 
—Leading West End Advertising 
Agency has vacency for capable young 
lady (over 23) able to work on own 
initiative Interesting work, 
shorthand and typing speeds essential 
and advertising experience preferable. 
Five-day week. Luncheon voucher 
scheme.—-Apply, giving full particulars, to 
Box 6893 Ad. Weekly 180 Fleet St EC4 

SMALL BUSY AGENCY requires a 
young Creative Artist, able to execute 
g00d general art work. Agency experi- 
ence cssential.—-Write, stating age, 
experience and salary required, to 
Box 6903 Ad. Weekly 180 Pleet St BC4 

ADVERTISEMENT REPRESENTATIVE 
required for Religious Weekly. Salary 
and commission 
Box 6905 Ad. Weckly 180 Fleet St BC4 

VOUCHER ASSISTANT required, suit- 
able position for young lady. 
Typing essemial, Five-day week, This 
job offers opportunities for advance- 
ment 
Box 6902 Ad. Weekly 180 Fleet St EC4 

SCHEDULE TYPIST required for Space 
Dept. of large West End Agency. No 
shorthand but first-class typing essen- 
tial. Phone for appointment to Mr. 
Walker, GER 8646, or write 
Box 7000 Ad. Weekly 180 Fleet St EC4 

ADVERTISING CANVASSER. Young 
Man (singic) wanted, not over 25 
(finished National Service), some ad- 
vertising experience, good appearance 
and address, one from Midlands or 
North preferred. State age, experience 
and salary required The Derbyshire 
Times, Chesterfield. 

EXPERIENCED COMMERCIAL ARTIST 
wo draft ideas for tight packaging. 
Able wo carry out own finished draw- 
ings an advantage. Write 
Box 6932 Ad. Weekly 180 Pieet St EC4 

WANTED. Man who can sell news- 
paper advertising space, combined with 
ideas, drive and intelligence. First-class 
prospects. North London series. Full 
particulars, 

Box 6933 Ad. Weekly 180 Fleet St BC4 

YOUNG BOY required by Art Agents, 
for office and messenger work, Tele- 
phone HYD 9941, 

ADVERTISING AGENCY requires 
efficient, accurate Figure / Schedule 
typist for Media Dept. No age limit. 
5-day week. Apply with full particulars 
10 Legeet Nicholson & Partners, 17-19 
Stratford Place, W.1. 

SPACE BUYER. Knowledge of media 
and values Able to prepare and type 
schedules Good opportunity in pro- 
gressive London Agency. Write in con- 
fidence, age, experience, qualifications, 


to 
Box 6877 Ad. Weekly 180 Fleet St BC4 
SECRETARY for Director, Good short- 
hand typing Advertising agency ¢x- 
perience preferred. Good opportunity 
for young lady with initiative. Write, 
stating age and experience, to 
Box 6878 Ad. Weekly 180 Pieet St BC4 
CENTRAL OFFICE OF INFORMA- 
TION: Typographer required capable 
of accurate cast-offs for high-class 
magazine, booklet and folder work, and 
thoroughly conversant with modern type 
faces. Some practical experience as 


compositor preferable. Post graded 
Temporary Assistant Information 
Officer; salary according w age and 


experience rising to £745, men; and 
£610, women, Wri, giving date of 
birth, education, full details of quali- 
fications and experience of posts held 
(including dates) © E.C. 1359, Appoim- 
ments Officer, Ministry of Labour and 
National Service, 1-6 Tavistock Square, 
W.C.1, by March 12, 1954, No 
original testimonials should be sent. 
Only candidates selected for imerview 
will be advised. 


APPOINTMENTS WANTED 


COPYWRITER, wood journalistic back- 
ground, experienced technical, publish- 
ing, general, wishes progressive job 
Curzon Street area. 

Box 6847 Ad. Weekly 180 Flee: St EC4 

PERSONABLE YOUNG MAN (26), 7 
years’ all-round Agency experience, 12 
months advertising department, secks 
responsible and progressive position with 
an Agency or Advertising Department 
where initiative and ability are weloome. 
Enquiries please. 

Box 6879 Ad, Weekly 180 Pleet St BC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS W WANTED 


Looking for a Top-flight 
ART 
DIRECTOR 


At present engaged on very large 
group of important accounts. Has 
highly successful record with admin- 
istrative experience. Offers his 
services at board room level, would 
consider starting new agency. 


Box 6855 
Advertiser's Weekly 180 Fleet St EC4 


A 


office staff.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951 /2/3. 


SECRETARIAL AND OFFICE STAFF. 
We introduce efficient candidates for 
all vacancies. Consult Embassy Bureau, 

Whitcomb Street, 


HAND - PICKED” SECRETARIES, 
TYPISTS, Telephonists and all other 


PRINT BUYER 


Scotsman in mid-thirties, resident London, 
seeks job with industrial concern of agency 
where his experience as print works , 
typographer, biock-buyer, paper-buyer, 
journalist, production manager for large pub- 
lishing house and general organising ability 
can be utilised in full. 
Box 6886 Advertiser's Weekly 180 Fleet St EC4 


USEFUL ARTIST, catalogue, free letier- 
ing, simple figure, wants post town or 
country. 

Box 6890 Ad. Weekly 180 Flee: St BC4 

JUNIOR ARTIST requires position with 
agency, figures, layout, etc. Some free- 
lance experience. 

Box 6884 Ad. Weekly 180 Fleet St BC4 

YOUNG MAN, 23, three years’ all-round 
agency, publicity experience, secks pro- 
gressive post 
Box 6883 Ad. Weekly 180 Plee: Sc BC4 


Temporary Post Wanted 
for several months by Publicity executive 
30, experienced both as company Advert- 
ising Maneger and P.R. Agency men, in 
Press Advertising, Display, Direct Mail, 
P.R. Fashion shows, etc. Suit firm planning 
new product of venture. 


Box 6924 Advertiser's Weekly 180 Fleet St EC4 


FRONT 
SEEKS CHANG 


SHOWCARD WRITER (first-class) cum 
Lettering Artist and designer, full know- 
ledge silk screen, desires post 
Box 6874 Ad. Weekly 180 Fleet St BC4 

ADVERTISING & PRINTING ARTIST 
secks change, 5-day week, W., N.W. 
or N. London area. Pictorial Maps, 
Brochures, Posters, etc. 

Box 6850 Ad, Weekly 180 Fleet St BC4 

AMBITIOUS YOUNG MAN, Fxhibition, 
Display designer, seeks position, Fenton, 
18 Ravenswood Avenue, Tolworth. 
ELMbridge 9179 


FASHION ADVERTISING E 


XPERT 
wants executive job. Will follow up 
original ideas with own copy, layout, 
photography, production, to make high- 
class fashion ads. Can also write and 
produce House Magazine. 

Box 6887 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED SECRETARY, English/ 


Spanish Shorthand Typist, recently 
returned from Spain, fluent French, 
some Italian desires Progressive 
postion 


Box 6858 Ad. Weekly 180 Pleet Si EC4 
ART DIRECTOR 


Box 6763 Ad. Weekly 180 Pleet St BC4 


YOUNG LADY secks interesting 


post, 
does not mind hard work, willing two 
learn 
Box 6919 Ad. Weekly 180 Pieet St BCA 


MALE AGED 24 scks new pom. 2 


years production, 14 months assistant/ 


accounts executive. 
Bo» 6918 Ad, Weekly 180 Fleet St BCA 


(British-U.K, Citizen) 

Over 13 years’ all-round agency experience 
(British & American). intimate knowledge 
of Asian and Far Eastern markets excellent 
insight inte print, process, typography, 

chanical prod " ob rf end 
market research Copywriting ability, contact 
and creative flair; direct mall ond sales 
promotion experience. University education 
Production Manager, Account Executive 
positions held. Now seeks change to pro- 
gressive Agency of Manufacturer (home or 

abroad) 


Box 6901 Advertiser's Weakly 180 Fleet St C4 


ADVERTISING MANAGER, weekly, 
desires change 1 paper with progres- 
sive policy where hard work, initiative 
and integrity are appreciated. 
Box 6916 Ad. Weekly 180 Fleet St BO4 

YOUNG ADVERTISING MANAGER/ 
DESIGNER requires similar position 
with manufacturing firm in London or 
South of England 
Box 6917 Ad. Weekly 180 Fleet St BC4 

PRODUCTION MANAGER / PRINT 
BUYER scks change. Fully experi- 
enced press and print, fast worker used 
to busy agency. 

Box 6920 Ad. Weekly 180 Fieet St BO4 

YOUNG WOMAN Advertising Execu- 
tive with 8 years’ space buying and 
production experience, desires perma- 
nent change.—-Please write 
Box 6891 Ad. Weekly 180 Pleet St BC4 

FRONT RANK ADVERTISEMENT 
REPRESENTATIVE (cultured, late 
forties) seeks more responsible appoint- 
ment offering prospects minimum 
salary-commission, £1,200. Board level 
associations and good agency contacts 

anagerial 


London and Provinces. M 
experience . —— and financial. 
Principals on 


Box 6817 Aa. "Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


ADVERTISING AGENCY 
(London) 


fully recognised Incorporated 
Practitioners in Advertising now 
ready for expansion offers excellent 
opportunity to smaller agency (with 
or without recognition) to link up 
on very advantageous terms. 
Principals only, write in strict 
confidence to: 


Messrs. Leonard 6. Lane, Scotten & Co. 


Chartered Accountants 
30/34 Ludgate Hill, London, €.¢.4. 


PHOTOGRAPHER 


A PUBLISHING HOUSE . peel 2 to 
offer 


£5, ene _o 
or 
a financially sound and walh-eneebtished 
Trade Journal 
Box 6846 Ad. Weeklv 180 Fleet St BO4 


OLD ESTABLISHED well-equipped 


firm of Printers with solid reputation 
for good class work and prompt service, 


journals. 
to. Telephone: BiShopsgate 0881 or 
write wo Lynn & Co, hot mg + ne 
7/9 Princelct Street, London 
would 
with artitt «mall copy studio _ Dart 
working.-Davis, 6 Brem 
N.W.1 


PRINTERS 


POR QUALITY § Silk 


Screen Display 
Printing of every description at com- 
petitive prices, ring C.B.G. Display. 
Tulse Hill 1353 


SALES AND WANTS 


ADREMA ELECT. 


3.R Emboser with 
Pica or Bitte dies for sale. Bargain, 
£100. Good condition, 

Box 6873 Ad. Weekly 180 Fleet St BOS 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


eo 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers 
wish to contact artists able to 
design attractive cards- 
Christmas, Birthday and 
Specia! Occasion—suitable for 
general market. Novelty of 
design and/or . fold of 
card particularly interesting. 
Roughs or artwork should be 
sent for consideration to 


A. MASON & Co. Ltd. 


207 ST. JAMES’S ROAD 
CROYDON . SURREY 


FREE LANCE ARTISTS specialising in 
firs-class fieure work and wanting to 


increase their turnover under 


efficient 
direction of well-known firm of London 
should write for an 


Artists’ Agents 


fate appointment to 


immed 
Box 6765 Ad. Weekly 180 Plee: St BOS 


LAYOUT ARTIST (x. Pig), apectaliane 
in folders and brochures, seeks com- 


missions 


Box 6100 Ad. Weekly 180 Pleet St BOS 
SEEKS FRESH 


LETTERING ARTIST 
CONTACTS. Write 
Rox 6863 Ad. Weekly 180 Pieet St BC4 

IDEAS? ARTWORK, LAYOUT, PRO- 
DUCTION. Commissions requested, 
Box 6875 Ad. Weekly 180 Fleet Si POM 

PREE LANCE LETIERING 
GENERAL ARTIST required by small 
London studio, Please write 
Hox 6869 Ad, Weekly 180 Fleer St BCA 

3D DRAWINGS. Any subject supplied 


for tine or halftone reproduction 
Fully stereoscopic Details from 
Perret, 23 St. Mary Street, Bridgwater, 
Somerset 


FREE LANCE RETOUCHING ARTIST 
requires desk or space, use phone, in 
existing studio Really top-class ‘work. 
Competitive prices. Work in exchange 
for ~~ Chy «rea. Suggestions 
weloome 
Box peor "Ad, Weekly 180 Fleet St BC4 

FIRST-CLASS Freelance, retouching 
artist Wishes to contact canes. 

Box 6861 Ad. Weekly 180 Fleet St hC4 

TYPOGRAPHICAL DESIGNER requires 
further freelance work, Eight years 
with London agencies.--Write 
Rox 6881 Ad. Weekly 180 Pleet St BC’ 


ACCOMMODATION 


WANTED ACCOMMODATION or 
3,000 sq. ft. for offices and warchouse 
City or West End preferably 
‘ hi & Co., Led, 73 Bishopsgate 
B.C.2. LONdon Wall 2277/5510 

DESK SPACE AVAILABLE in accem- 
idle studio Telephone and all con- 
veniences Suit Freelance spectatiat. 
No strings attached. 305. pw. Tel.: 
TEM 1744 

DESIGNER with small lewerpress plant 
seeks studio space with printer. 
Tooby, 
Wwce2 


15 King Street, Covent Garden, 
TEM 6491 


MISCELLANEOUS 


DEBS collected throughow Briam 
resule—no fee. Brilega, (lated 


Mo 
1919), 
80 Leeds Road, Bradf 


lord, 


SPECIAL ANNOUNCEMENTS 


See Feb. 11 issue of Apvenr- 
riser’s WEEKLY, pages 304- 
305 for the Monthly Register 
of Trade and Specialist Pub- 
lications Section. March 11 
will be the next issue con- 
taining this Register, 


See Feb. 18 issue of Apver- 
TiseR'S WEEKLY, pages 354. 
356 for the Advertising Ser 
vices & Supplies Section 
March 18 will be the next 
issue containing these 
Services. 


AND 
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Advertiser's 


S. a copy 
52/6 a year 
Post free 


S5/- (overseas) 


STOP PRESS 


CHEQUE FOR NABS 


name would always be connected 


(continued from page 371) 
behind the scenes, Harold Fish 
(auction), L. A. O'Farrell and A. H. 
Mclsaac (tickets), John Sime ( 
e 7 * gramme), Fred Slaughter, shone 


The Journal with 
the 91% 
Executive Readership 


1.B.€. 


Top 


Sf you are exhibiting at the British Industries 


Fair you will, naturally, want to secure as 
much advance publicity as possible for your exhibit. 
You will want the top executives of British Industry 
—the actual buyers who will visit the Fair—to know 
what you have to show them and where they can find 
you when they get to London or Castle Bromwich. 


The best, and the cheapest, way to 
ensure that your announcements reach the largest 
number of your prospective buyers, is through the 
advertisement pages of the May “B.I.F. Issue’ of 
BUSINESS—the Journal of Management in Indus- 
try. This issue, specially enlarged to contain a 
comprehensive preview of both the Industrial and 
Commercial sections of the Fair, will be of great, 
practical interest to the journal’s 12,850-odd regular 
subscribers, particularly so to the 91°/,* of them who 
are the Chairmen, Directors and Departmental Heads 
of Industrial enterprises—the men who buy for 
Industry. 


The May B.1.F. Issue of BUSINESS 
will be published six days in advance of the Fair, 
but please remember that the final copy date is 
March 25th—only 28 days from now—and telephone 
Chancery 8844 NOW with your space reservations. 


* Business Readership Survey Dec. 1953, 


certified Net Monthly Sale Exceeds 12 


BUSINESS PUBLICATIONS LTD., 180 FLEET ST., LONDON, E.C.4. TEL: CHANCERY 8844 


with the Two Freds match, and 
the two captains Pat Auld (who was 
that day celebrating his birthday) 
and “Doc” Gibbons, who was un- 
avoidably absent, and their teams. 

Lord Mackintosh, in handing the 
cheque to Sir Miles Thomas, said 
he could think of no finer combina- 
tion than advertising men who were 
cricketers. Sir Miles paid tribute 
to the way in which, year by year, 
the Two Freds match resulted in 
an ever bigger sum for N.A.B.S. 

Other speeches were made by 
Pat Auld, J. W. A. Stephenson— 
who deputised for “Doc” Gibbons, 
Dudley Turner, E. Glanvill Benn, 
who assured those present that the 
money would be well spent, and 
Fred Slaughter. 

Also present were G. Dunbar, J. 
Everett, Cmdr. A. Robertson- 
Macdonald, and H. Dawson 


NEW PRINTERS FOR 
‘RECORDER’ 
W. J. Brittain states that after 
Saturday’s issue, “The Recorder,” 
hitherto .¥ by Daily News 


Ltd., will be printed by Peverleys 
Ltd., Fleet Lane, E.C.4. 


‘NEWS CHRONICLE’ PLAN 
RECORD CAMPAIGN 


Costing about £10,000 most 
powerful and varied publicity cam- 
paign undertaken by “News 
Chronicle” since the war is planned 
to support “Let Hartnell Dress 
You” spring competitions. —— 
advertising comprises full paw 
“Star” and -page in - ae 
Standard” appearing March 5; large 
spaces, provincial weeklies and 
evenings; and half-pages in women’s 
monthly magazines. 


Dates now fixed for two London 
area semi-finals of 
speaking contest, 
vertising Assoc ] 
day (February 27) Regent Adver- 
tising Club meet Advertising Club 


+ 
of Oxford at City Restaurant, Ox- 
ford (2.30 p.m.); following Saturday 
(March 6), Berks and Bucks Pub- 


THE JOURNAL OF MANAGEMENT 


licity Club meet Publicity Club of 


IN INDUSTRY London at Berkshire Club, Station 


Square, Reading, (3 p.m.). 


Lens eomoston for 


850 coptes by 


yh 4H. 


London office of “Esquire” will 
oe ge Rak Cee, We 


Published by the Proprictors, BUSINESS PUBLICATIONS Lid., at their office at 180 Ficet Street, London, E.C.4. Cee: Chancery 8844.) 
bhebruary is 1954, Printed in England by Keliher, Hudson & Kearns Ltd., 15-17. Hatfields, London, S.E 
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NORTHERN IRELAND 


An industrial, economic and marketing survey produced 
in co-operation with the Government of Northern Ireland. 


CONTENTS 


Special message to “Advertiser’s Weekly”, Official publicity services, by F. M. Adams, 
from Lord BROOKEBOROUGH, Prime Government Press and Publicity Officer 
Minister Ses ose bee sos 

Biscuit-making industry, by T. Piggot, of 


New industries survey, by Lord Glentoran, Inglis & Co., Ltd. BY iy 


Minister of Commerce ... 


Two civic leaders send special messages Producing the sausage, by S. B. |. Abbott, of 


Belfast Food Products Ltd. 
The trend of events by two leading Northern 


Ireland newspapermen iF ee be The tobacco industry, by Peter Scott, 
The importance of agriculture, by Rev. advertising manager, Gallaher Ltd. 
Robert Moore, M.P., Minister of Agriculture... 


The Northern Ireland market, by “ Ad- 
vertiser’s Weekly ” Research Team ... hes Road and rail services 


Moulding industry in village 


The consumer market, by John Little, Londonderry’s shirt industry, by Charles 
secretary, Belfast Chamber of Trade Sas Swann, of W. M. Miller & Co., Ltd.... 
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* CONSUMER POPULATION 1,370,709 


* 2 HOURS FLYING TIME FROM LONDON n c : ots 
* DAILY SEA AND AIR COMMUNICATIONS 


* MODERN ROAD TRANSPORT SYSTEM 
* NO CUSTOMS OR TRADE BARRIERS 


* MOST EFFICIENT DAILY COVERAGE OF THE WHOLE AREA BY THE 
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THE LARGEST WET SALE IN NORTHERN IRELAND EVERY MORNING 
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“SILENT” 
SALESMAN 
in 
NORTHERN 


IRELAN 


Read in the homes of every hamlet, village, 
town and city throughout the whole of this 
important industrial and commercial territory 
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A special message to 


AVING received a renewed mandate 

from the electorate, the Government 
of Northern Ireland is going ahead with 
the development of its industrial, 
economic and social programmes in 
accordance with plans carefully prepared 
and adapted to the special needs of this 
part of the United Kingdom. Because 
the problems that confront us affect 
Great Britain also, and because the main 
strands of our life in Ulster are inter- 
woven with those of the whole British 
Commonwealth, the closest contact is 
maintained between our Government and 
Westminster. 


Common policy ensured 


This ensures not only parity in the 
level of the social services but co- 
ordinated action in matters of industry, 
trade, and agriculture, where a common 
policy is needed. In taxation and many 
other financial matters the same integra- 
tion exists. The experience of the last 
32 years has shown that, whatever inci- 
dental disadvantages may sometimes 


ADVERTISER’S WEEKLY from 
LORD BROOKEBOROUGH 


Prime Minister of Northern Ireland 


accrue from these arrangements, they 
have conferred inestimable benefits on 
the Northern Ireland people. 


Three main industries 


Although the material prosperity of 
Northern Ireland still depends largely 
on three main industries—agriculture, 
textiles, and shipbuilding and engineering 
—the introduction of many new forms 
of manufacture has meant a definite 
strengthening of the industrial structure 
and the provision of new employment for 
more than 30,000 workers. In several 
important cases the post-war industries 
have been linked up with agricultural 
production, with effects beneficial to both 
town and country. American and 
Canadian capital has been invested in 
two new fdctories. In these days the 
injection of overseas capital into Ulster's 
industrial activities is particularly wel- 
come, and I trust that our efforts to 
attract more of it, especially from dollar 
countries, will succeed. 

Certainly, the financial 


and other 


facilities offered by the Northern Ireland 
Government to manufacturers contem- 
plating the expansion of their businesses 
are worth careful attention. Many firms 
now well established in Ulster have 
spontaneously paid high tribute to the 
co-operation they have received, the high 
quality and adaptability of the labour 
available, and the good relations existing 
between employers and workers. These 
are three assets of high value: indeed, 
they cannot be computed in pounds, 
shillings and pence. 


Emphasis on quality 


While the whole of the United King- 
dom is Ulster’s home market, many of 
our industries send their products into 
overseas countries. The emphasis is 
always on quality, whatever the product 
may be. For the Ulster worker takes 
pride in his craftsmanship, which is the 
expression of his own sterling character. 
What the people make is the reflection 
of what they are. 


N AN article contributed last 
year to the Northern 


and engineering, and all those 
other industries that have been 


> la a 


New industries are helping to 
reduce unemployment 


By LORD GLENTORAN, Minister of Commerce 


improvement reduce ym 
ment to a levei which could 


Ireland, and five more started 
expansion schemes with financial 
or other assistance from the 
Government. Together they are 
expected to a... jobs eventu- 
ally for well over 6,000 men and 
women, A main weakness of 
the industrial structure of 
Northern Ireland has always 
been our reliance on a few major 
industries, and it is encouraging 
that so many of the new firms 
are engaged on processes that 
have not been seen here before 
or that have been carried on 
only on a small scale. They in 


Ireland supplement of ADVER- 
TISER’S WEEKLY, my prede- 
cessor laid some emphasis on 
the strains that the 1952 reces- 
sion in the textile industry 
had placed on our economy. 
In the early months of 1953 
it was impossible to say with 
any confidence how our main 
manufacturing industry would 
be placed in a year’s time, and 
there was general anxiety 
about how our other tradi- 
tional industries, shipbuilding 


started over the past few years 
would cope with increasingly 
severe competition. 


In fact 1953 produced few 
surprises for us, one way or the 
other. The great thing was the 
unspectacular but steady fall in 
unemployment right up to 
November, when the expected 
seasonal increase in unemploy- 
ment among outdoor workers 
began. 
fairly general improvement in 
the employment position, but at 
no point, unfortunately, did the 


The fall reflected a 


compared favourably with the 
unemployment levels in other 
parts of the United Kingdom. 
A few good trading years will 
not give us full employment, as 
they have done over most parts 
of Great Britain, unless we can 
at the same time create new jobs 
by increasing our total manu- 
facturing capacity. 

In his article my predecessor 
said something about the work 
my Ministry is get help to 
bring this about. ring 1953 
10 new firms started production 
for the first time in Northern 


clude the manufacture of turbo- 
alternators, coated industrial 
abrasives (by a subsidiary of a 
well-known American company), 
air/sea rescue equipment, bullion 
embroidery, pov 249 electrical 
components of various kinds, 
and special ferrous castings. 


Good progress made 
During the year good progress 
has been made on my Ministry's 


factory building programme. 
Three small factories that had 


@ Continued on page 19 
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Belfast and Londonderry civic 


leaders send special messages 


be quality of our industrial 


, given the orders, the Belfast firms will “deliver 


to say that “power cuts” have never had to be 
an abundant supply of electrical 


Advertisers can use a 


By John E. es joint managing director, 


Belfast Teleg 


B RITISH capital is finding in 
Northern Ireland numerous 
opportunities for investment. 
ew industries, the acquisition 
of businesses and real estate, 
and the frequency of sales pro- 
motions testify to the national 
interest in its development. 

In the same way visible trade 
of the order of £450 million 
annually indicates the produc- 
tivity and purchasing power of 
1,300,000 people with a balanced 
manufacturing and farming eco- 
nomy. Firmly placed within the 
United Kingdom, the region 
makes light of its sea separation 
by its similarity of outlook and 

e excellent transport services. 

In terms of industrial and 
agricultural expansion Ulster has 
made outstanding strides in the 
past 20 years. In this period, 
60,000 more workers have found 
employment, and new products 
have ranged from aircraft to 
viscose rayon yarn. Among the 
firms with a stake in this advance 
are such names as Courtaulds, 
Horrockses-Crewdson, British 
Thomson-Houston, Bovril, British 
Tabulating Machine, Dunlop, 
Metal Box, Bairnswear and 
English Sewing Cotton. 


On the farms output shows a 
continuing rise that has formed 
the basis of a prosperous 
countryside and of a series of 
new industries engaged in food 
manufacturing, canning and pre- 
serving and milk processing 
which add to the export of live- 
stock and fresh pr 


Newcomers interested in Ulster 
are assured of a widening outlet 
for their and comprehen- 
sive facilities for the laying down 
and manning of new factories. 
Here is a province of hard- 
working, business-like, thrifty 

ple whose potentialities are 
ing more rapidly fulfilled than 
at any time in the past. 


Advertisers have at their dis- 
posal a group of well-established 
and up-to-date daily and weekly 
news pape 2 in Belfast 
and provincial towns which give 
the fullest possible coverage 
throughout the six counties and 
by tradition are closely read and 
studied. Their pulling er is 
evidenced by the volume of 
national advertising already being 
carried. The organisations con- 
cerned are in no doubts of the 
oe, to be tapped in Northern 
reland 


, 7 gives me pleasure to send 
greetings to readers of 
ADVERTISER'S WEEKLY from 
Londonderry, the most historic 
and second City in Ulster. 

“Derry” made shirts are world- 
famous, and this old-established 
industry continues to be the 
mainstay of the city’s trade and 
employs many thousands of 
workers in over 30 up-to-date 
factories. During the past year 
conditions in the city’s staple 
industry have been remarkably 
good and on the whole trade in 
the city has been reasonably 
brisk. It is hoped that in the 
year to come output will steadily 
increase and that Londonderry 
will continue to play its part in 
the export drive and economic 
recovery of the nation. 

The city is interested in 
attracting new industries, and in 
this connection the Ministry of 
Commerce plays its part by 


Sir Samuel Orr 


offering every encouragement and 
financial assistance to those pro- 
— to establish new ventures. 

very facility is available in pro- 
viding essential services such as 
water, electricity and gas, the 
cost of which compares most 
favourably with prices elsewhere. 
Londonderry has an abundant 
supply of skilled and semi- 
skilled male labour. Ample rail, 
road and sea transport serve the 
city. The port can accommodate 
ships of up to 10,000 tons and 
the Harbour Board, conscious 
that the port is capable of 
further development, has recently 
embarked on an _ extensive 
scheme of reconstruction, which 
will improve shipping facilities 
still further. 

I wish prosperity to all busi- 
ness people and readers of 
ADVERTISER'S WEEKLY in the 
year 1954. 

Orr, 


Samuel 
Mayor of Londonderry. 


comprehensive press 


By Col. J. G. eae. am, managing 
director, Northern Whig and 


ORTHERN IRELAND'S 

prosperity is so dependent 
on conditions outside its 
borders that any forecast for 
1954 must be cautious. 


Taking a line through 1953, 
however, there is und for 
sober optimism. During the past 
year there was a marked and 
welcome increase in industrial 
activity compared with the pre- 
vious 12 months. In 1952 there 
was an alarming recession and 
slump in employment. Happil 
much ground has been recove 
New industries are widening 
their scope and a major develop- 
ment cf great importance is 
oa og in the decision of the 

ritish Thomson-Houston Com- 

y to establish a factory in 

rne. Linen exports increased 
in 1953 and recently the pos- 
sibilities of renewed markets in 
the Anti were explored, 
Output from the Harland & 
Wolff shipyard was again greater 
than that from any other yard 
in the U.K. 

With linen pe | hard, ship- 
building and agriculture holding 
their own, and the aircraft fac- 
tory expanding, the over-all pic- 
ture is encouraging. Northern 


Ireland may not achieve all it 
hopes to do in 1954, but, granted 
favourable world conditions, the 
foreseeable future can be faced 
with reasonable confidence. 

Northern Ireland’s geogra- 

ical god imposes severe 
nancial strain, particularly in 
the transport of coal and raw 
materials for the manufacturing 
industries, and in looking to the 
future a recent comment by 
Lord Glentoran, the new 
Minister of Commerce, is of 
interest: “We await eagerly,” he 
said, “the result of the experi 
ments being carried out in Great 
Britain and we look forward to 
the day when it will be possible 
to site a nuclear energy plant in 
Northern Ireland.” 

The  broadenin basis of 
Northern _Irel s industrial 
structure should be reflected in 
more extensive newspaper adver- 
tising, not only of the great 
variety of goods now being made 
here, but of goods that come to 
the province from other areas of 
the British Isles. It cannot be 
too strongly stressed that North- 
ern Ireland is an integral part 
of the United Kingdom and that 
as such it provides a first-class 
market for British manufacturers. 
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Increased efficiency 


Y ARious adjectives have 
been used to describe the 
past year from a farmer’s point 
of view. Both here and in 
Great Britain it has been des- 
cribed as a period of anxiety, 
of uncertainty, of waiting, even 
of frustration. But what year 
on the farm does not merit all 
these terms and even more? 
Any farmer in the course of 
12 months experiences anxiety 
about his livestock, uncertainty 
about the weather and its effect 
on his crops at one stage or 
another, a combination of wait- 
ing and anxiety in regard to the 
outcome of his labours, and very 
often a sense of frustration when 
at the end he sees this or that 
section of his livestock, this or 
that portion of his crops, all so 
diligently and laboriously tended, 
fail to come up to expectations. 


Decontrol of products 


This last year his emotions, 
however we may choose to 
describe them, have been intensi- 
fied by the prospect that the 
coming summer will see the de- 
contro! of all his products. And 
who can blame him? I certainly 
cannot, and do not. For almost 
14 years he has worked under 
Government control, been told 
what to grow and where to grow 
it. In Northern Ireland we did 
not impose this obligation but 
left it to the discretion of the 
farmer as being the man most 
qualified to say what his land 


on the farms 


By the Rev. Robert Moore, ™.?. 


Minister of Agriculture 


could best produce. He has 
marketed his crops and his live- 
stock through controlled channels 
and at controlled prices. In 
return for all this, coupled with 
a war effort which was the 
admiration of the world, he has 
had his markets assured and his 
prices guaranteed at levels fixed 
each year at the Price Review. 

Now, at what one must admit 
to be comparatively short notice, 
he is to be called upon to face 
freedom as represented by the 
complete removal of all controls 
on agricultural produce. He 
must epared to sell all his 
marketable output on a market 
in which we have already had 
some indication of how keen the 
competition is likely to be, not 
ogg Be forei countries 
like nmark or Holland but 
from fellow-members of 
British Commonwealth such as 
New Zealand, Australia, Canada. 
To. such a man freedom must at 
times appear a fearsome thing, 
but to the farmers of Northern 
Ireland it brings problems even 
more serious than e faced 
by their brethren in Great 
Britain, owing principally to their 
greater ; ay from their 
principal markets. 

That Sir Winston Churchill 
and his Government recognise 


these difficulties was ved by 
the special ragra in the 
recent White Paper to the effect 


that special measures would be 
taken to meet the problems which 
decontrol will bring to Northern 
Ireland. Since the issue of the 


Big expansion planned in 
N. Ireland electricity production 


REAL progress in the elec- 
trical development of 
Northern Ireland began with 
the Electricity (Supply) Act 
(Northern Ireland) 1931. 

This provided for the establish- 
ment of the Electricity Board 
for Northern Ireland as a non- 
profit earning body charged with 
promoting, co-ordinating and 
improving the supply, distribu- 
tion and sale of electricity gener- 
ally in Northern Ireland. 

Plans for the future include 
the establishment of a new major 
power station in Belfast capable 
of development to a capacity of 
240,000 kW. The first 30,000 
kW. set in this station is due 


for commissioning in October of 
the present year. Consideration 
is also at present being given to 
the provision by the Electricity 
Board of a hydro-electric station 
at Carnroe, near Kilrea, on the 
Lower Bann, and hydro-electric 
development on the River 
Mourne near Sion Mills. The 
annual saving in coal by the two 
stations would be of the order 
of 71,000 tons. 

Much still remains to be done 
by way of extending supplies in 
rural areas but with the present- 
day price of materials and labour 
costs, the continued expansion 
into the less remunerative 
scattered rural districts presents 
considerable financial problems. 
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All these are ready for the R.A.F. 


wed 
=e 
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Awaiting delivery to the R.A.F. are these Canberras at the works 


of Short Brothers and Harland Lid. 


s Island, Belfast. 


Queen 
Of three new aircraft demonstrated at Farnborough Air Display last 


ember, two were produced by this company. 
S.B.5, an adjustable-wing research aircraft, and 


yet a third 


prototype, 
wing structure embodies a principle likely to y an 
role in the future development of Britain's A At 


anti-submarine aircraft. 
Short’s have also produced 


They were the 
Seamew, a light 


the whose 
portant 
aircraft. 


Its “isoclinic” wing is designed in such a way that, as it bends 
under aerodynamic loads, it always meets the air at the same angle. 


White Paper, senior officers of 
my Ministry have been frequently 
in London conferring with the 
Departments in Whitehall as to 
how best that promise can be 
implemented. It has not been 
possible, of course, to issue any- 
thing in the nature of an interim 
statement, and so our farmers 
have not found the same satisfac- 
tion in the White Paper as have 
the farmers of England, Scotland 
and Wales. Even as I write, 
discussions are still going on, and 
so I cannot say anything except 
that no effort is being spared to 
devise a system under which 
Ulster farmers will lose nothing 
of the advantages given to them 
under Part I of the Agriculture 
Act of 1947, 

It is to the credit of our sturdy 
countrymen that in the midst of 
all this, and notwithstanding the 
further distraction of efforts in 
some quarters to make agriculture 
the shuttlecock of party politics, 
our gross agricultural output rose 
from £73 million in 1951-52 to 
an estimated £794 million for 


total arable area fell by some 
15,000 acres compared with 1952; 
the total number of cattle fell 
4,797; sheep rose by over 100, 

to almost the pre-war figure; the 
number of pigs in the country 
at June 1, 1953, was 758,800, an 
increase of 83,000 over the pre- 
vious year and a new record 
figure; and poultry, despite a 
drop of 11 es cent, still remained 
at 14,600,000, which was 42.9 per 
cent above 1939. I quote these 
figures to show that, although a 
proportion of the increase in our 
gross output may be attributable 
to increased prices, a goodly 
share still remains to be credited 
to higher yields in crops, live- 
stock, and livestock products 
resulting from increased efficiency 
and better management on our 
farms. Not a bad achievement 
in a country in which, as I have 
often pointed out in the 
ADVERTISER'S WEEKLY, some- 
thing like 80 per cent of the hold- 
ings are under 50 acres. 


Figures for 1953 


1952-53. This was achieved in The quantities of agricultural 
the face of a continued decline produce shipped in 1953, and 
in the area under crops as shown their value to a_ total of 
by our agricultural returns, The  £58,332,172, are as follows: — 
ng a 
(a) Ryegrass Seed 24,865 tons 1,248,259 
Pat Cattle 226,706 head 14,717,880 
Fat Sheep 330,708 head 2,209,966 
Fat Pigs .. 112,800 head 2,432,400 
Eggs 54,000,000 doven 10,800,000 
Poultry .. ~ 160 tons 1,725, 000(estimated) 
(a) Potatoes—ware .. 054 tons 1,905,572 
Potatoes—seed .. .232 tons 1,166,429 
(b) Apples od - .924 tons 296,090 
Bacon and Ham—edible. . 718,511 owt. 11,584,541 
Bacon and Ham—manu- 
facturing (including 
sausages, brawn, etc.) 148,658 cwt 1,740,835 
(c) Milk—rmanufactured .. | Equivalent of 
40,051,000 gallons 4,005,100 
Canned Foods 23,107 tons 4,500,000 


(a) Season ended July, 1953. (5) Season ended May, 1953. 


(c) Year ended Sept., 1953. 
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Individual characteristics of this 


market demand a special approach 


‘ 


This survey of the important market area of Northern Ireland has been specially prepared 

by the ADVERTISER'S WEEKLY research team. The economy is based upon the triple pillars 

of agriculture, linen and shipbuilding but the Government have encouraged the develop- 
ment of secondary industries in order to provide a sounder base for prosperity. 


‘TH importance of Northern 
Ireland as a market for 
consumer goods is all too often 
under-estimated. One reason, 
perhaps, is that its area—as 
compared with that of the Irish 
Republic—may look relatively 
insignificant. Just how mis- 
leading this is may be gauged 
from a comparison of the 
respective densities of popula- 
tion, which shows Northern 
Ireland to be about 24 times 
as densely populated as its 
Southern neighbour. That is 
why nearly one-third of the 
total Irish population is to be 
found in Ulster. 

The 1951 Census revealed that 
more people were living in 
Northern Ireland than at any 
time during the past 90 years. lt 
is from the preliminary results 
of that Census that we are able 
to examine separately the popu- 
lations of the six counties and of 
the two county boroughs. The 
enormous influence of Belfast on 
the economy of this region is 
reflected in the fact that one in 
three Ulster folk are found with- 
in its borough boundaries, 


Special attention needed 


It is also a common error to 
regard Northern Ireland as 
merely an additional sales area 
tacked on to England, Wales and 
Scotland, and deserving of, and 
requiring, no special attention in 
the way of marketing and adver- 
tising plans. The adoption of 
this attitude overlooks the highly 
individual characteristics of 
Ulster, and may well result in 
forfeiting the additional sales that 
are the reward of gearing one’s 
promotional efforts to the peculi- 
arities of each marketing area. 

The Northern Ireland 
economy, as is well known, has 
long been based upon the three 
main industries of agriculture, 
linen, and shipbuilding. The 
sensitivity of the two last-named 
to world conditions and their 
consequent vulnerability to 
periods of depression have led 
the Government to encourage the 
development of secondary indus- 
tries in order to provide a 
broader and sounder base for 

rosperity, British industrialists 
fave long complained of Govern- 


ment interference in their affairs; 
this, they hold, has often 
hampered their ability to pro- 
duce the amounts they would like 
at the prices their customers 
would like. It is in refreshing 
contrast, therefore, to find in 
Northern Ireland politicians who 
can claim, with some justice, that 
they do more to help industry 
than any other country in the 
Commonwealth, This help con- 
sists mainly in constructing fac- 
tory premises and leasing them 
to industrial concerns, assisting 
and advising in the selection and 
pee of sites for privately 
uilt factories; making financial 
grants to new enterprises and to 
existing enterprises wishing to 
transfer to Ulster; grantin 
exemption from local rates; an 
assisting in the provision of 
housing accommodation for key 
workers and executives. This 
generous attitude of enlightened 
self-interest has induced an 
impressive list of well-known 
manufacturers to establish fac- 
tories in Northern Ireland since 
1945. Extra employment means 
extra wages and extra spending 
power which stimulates the 
demand for consumer goods. 

A glance at the current unem- 
ployment figures as compared 
with those in 1939 reveals a 
healthy trend despite the tem- 
porary recession in 1952. In 
1939 the number of registered 
unemployed was 66,400. The 
monthly average for 1949 was 
30,000; 1950, 26,900; 1951, 
28,500; 1952, 48,300; and 1953 
(October), 30,500. 


Unemployed percentage 


Although the latest figure is 
the lowest it has been in an 
month since October 1951 it still 
represents 6.5 or cent of the 
total number of employees, and 
since the average for Great 
Britain is 1.5 per cent, there are 
still no grounds for complacency. 
Nor, indeed, is there any sign of 
complacency on the part of the 
Ministry of Commerce, which 
has helped, in 1953 alone, more 
than 12 firms either to carry out 
expansion schemes or to start 
roduction for the first time. 
ventually these firms will pro- 
vide work for 2,000 more men 
and women. An especially en- 
couraging feature about recent 


developments is that the majority 
of the firms concerned are new- 
comers to Northern Ireland and 
nearly all are engaged in pro- 
cesses which either are com- 
pletely new to Ulster, or are at 
present being carried out on a 
minor scale. 


Work for 30,000 


Since the Hitler War, the 
Government has assisted well 
over 200 firms to expand or start 
production, giving work to about 
30,000 more men and women, 
and the prospect is that over 
7,000 more jobs will become 
available over the next few years, 
plus a further 5,000 if current 
negotiations between certain 
firms and the Government are 
successfully concluded. 

While we are on the subject 
of employment, it is perha 
opportune to have a look at the 
numbers employed in the prin- 
cipal industries, These are 
shown in Table II which is 
derived from the 1953 Ulster 
Year book. It shows that 14 per 
cent of the workers are engaged 
in production, 45 per cent in 
manufacturing industry, and 41 
per cent in services. 

Using data derived from the 
1950 Census, it was estimated 
that the total earnings of opera- 
tives in that year were in the 
region of £47 million, while the 
earnings of administrative, tech- 
nical and clerical staff amounted 
to about £84 million. Separate 
details for some of the main 
occupation groups are available 
from the Ministry of Labour, 
which publishes six - monthly 
reports on average earnings. 

The following figures relate to 
the last pay week in April 1953 
and the current negotiations in 
the engineering industry seem 
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" likely to make them out of date 


shortly. To put them in per- 
— too, we must record that 

© average earnings for all in- 
dustries were £9 5s. 11d. for adult 
males and £5 0s. 3d. for adult 
females: >. males, 
£6 13s. 2d.; females £4 8s. 4d. 
Textiles, £8 17s. 9d.; £5 2s. 4d. 
Clothing, £8 12s. 6d.; £4 18 7d. 
Engineering, shipbuilding and 
electrical goods, £9 16s. 4d.; 
£5 7s. 8d. Vehicles, £10 4s. 8d.; 
£5 15s. 3d. Food, drink and 
tobacco, £8 7s. 1d.; £4 14s. 2d. 
Transport and communication, 
£8 10s. 8d.; £6 9s. 1d. 


Pre-war farming 


Farming before the last war 
accounted for a third of the value 
of Northern Ireland’s exports, 
and it is still the largest single 
industry. Any marketing plan 
for the province must take into 
account the fact that, as a result 
of the Irish Land Acts, the 
farmers have become owners of 
their land and that the typical 
countryside picture is one of 
small family farms and intensive 
cultivation. There are over 
90,000 agricultural holdings of 
over one acre in Northern Ire- 
land, 70 per cent of the agri- 
cultural area being accounted for 
by farms of between 15 and 100 
acres. There is, however, a 
tendency for both fields and 
farms to become gradually fewer 
and larger. 

There are two more distinctive 
features about the agriculture of 
Ulster. One is that mixed farm- 
ing rather than specialisation is 
the rule. With the bulk of the 
crops grown disposed of by feed- 
ing livestock and poultry, 85 per 
cent of the income of the farmers 
comes from the sale of livestock 
and poultry on the farms. This 
feature is important. The second 
is that Northern Ireland has 
always had a surplus of agri- 
cultural produce, the bulk of 
which is sent across to the United 
Kingdom. 


Prodigies of effort 


At a time when we are con- 
cerned with the problems created 
by the relaxation of controls and 
the return to free markets, we 
should remember this last point. 
The war, with the demands it 
made on shipping, coupled with 
the disturbance caused by enemy 
action, resulted in a severe drop 
in the import of foodstuffs. Con- 
sequently, Ulster farmers, in 
common with those of the U.K., 
performed prodigies of effort in 

® Continued on page 20 


I—POPULATION OF NORTHERN IRELAND. 


Population as at 1951 Census 


Fermanagh 
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Tyrone 


Belfast we 
Londonderry 


Total 
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53,044 
105,448 
132,082 
443,680 


50,095 
1,370,933 
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For nearly 


ONE HUNDRED 
YEARS 


Gallahers have manufactured 
tobaccos and cigarettes of the 
highest quality and the finest value for 
money. 

That the popularity of their products 
grows continuously is a happy reflec- 
tion on the outstanding quality of 
Gallaher brands, which have now 
been enjoyed by four generations of 
smokers. 


GALLAHER 


Limited and Associated Companies 


TOBACCO, CIGARETTE AND SNUFF MANUFACTURERS 


BELFAST © MANCHESTER ® LONDON 
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HE distributive trades ‘n 

Northern Ireland have for 
some time been preparing and 
adapting themselves to the 
striking changes which have 
taken place, and are taking 
place, in the supply of com- 
modities of practically all 
kinds, and as a result con- 
sumers are now able to be 
selective in their purchases in 
a way that is in marked con- 
trast to the austerities they 
endured for several weary 
years, 


Well-filled shops 


Rationing has disappeared, 
except for a few essential foods, 
and the shops generally are well 
filled with a wide variety of 
goods and many industries and 
trades are now freed from 
ministerial regulations, restric- 
tions and controls. 

In common with the rest of the 
Kingdom, the standard of living 
of the great bulk of the popula- 
tion is very much better than it 
was some years ago. 

Food is, of course, a prima 
necessity for every Solaneld 
The only foods that are rationed 
now are fats, cheese, bacon, and 
meat, and it is expected that these 
will be freed before long. The 
range of foodstuffs in the sh 
has expanded tremendously 
the past couple of years. One 
characteristic of the present time 
is the increasing demand for 
pre-packed goods in attractive 
and hygienic containers. 


Novelty and variety 


In foods generally the tendency 
has been to get away from the 
humdrum austerity of the war 
period and to seek noveity and 
variety, Syngtenatte of this has 
been a considerable falling off in 
the demand for bread, since the 
return of an array of breakfast 
cereals and other competitive 
foods, The return of white flour 
a few months ago, after an 
absence of about thirteen years, 
together with improved supplies 
of fats, sugar, and dried fruits, 
led to an increasing demand for 
the attractive range of cakes, 
pastry and fancy breads that have 
replaced the more spartan 
products with which the baker, 
during the years of stringency, 
eked out his meagre supplies of 
essential ingredients. re is 
also a brisk demand for biscuits, 
especially of the richer kinds, and 
consumption is much greater 
than it was before the war. 


Novelty and variety sought 
by selective consumers 


By JOHN LITTLE, secretary 
Belfast Chamber of Trade 


The demand for chocolate and 
— confectionery increased 
substantially with the ending of 
sweet rationing, and this extra 
demand has Mm maintained 
since. Before the war much of 
the demand for canned fruit was 
for supplies from the dollar area, 
and as those are still scarce the 
canners in Northern Ireland and 
Great Britain have an oppor- 
tunity of increasing their trade 
in this market. 

Tobacco and cigarettes are as 
ed as they have ever been. 

hops still obtain supplies of 
popular cigarettes on a quota 
system based on pre-war pur- 
chases, and they find no difficulty 
in disposing of them. Wines and 
spirits are amply available and 


— to be in good demand. 

e textile, clothing and foot- 
wear trades and their customers 
have got well away from the 
restrictive ideas of utility and 
austerity, and can now afford to 


pick and choose according to 
their own ideas of quality and 
price. 

Shops selling furniture, hard- 
ware and household requisites of 
all kinds have a wider range of 
—_ to offer than they have 

ad for years, and they have 
been experiencing a busy time. 
China and glassware—of which 
we were woefully short duri 
the war period—are now avail- 
able in extensive variety, with 
satisfaction to both traders and 
their customers, 

Coincident with the improve- 
ment .in ony me there has been 
an obvious desire on the part of 
traders to cater for the particular 
needs of customers, and com- 
petition is growing. 

Salesmanship has become an 
increasingly important factor in 
business success. There has been 
less experimentation in retail 
trading in this area than in some 

places. 


Wide scope of official 


publicity services 
By F. M. ADAMS, Government 


IKE every other technical 
operation, publicity must 
keep pace with the times. 
Commercial advertisers have 
learned this lesson: so, too, 
have Government departments. 


In Northern Ireland the, activi- 
ties of the Government 
and © pe ~4 office, which is 
link with the information 
department of the Ulster Office 
in London, are not only expand- 
ing but making use of new 
media. In the early years of its 
existence the office concentrated 
almost exclusively on newspapers 
and periodicals. The next phase 
was the publication of its own 
booklets and other specialised 
material, including the monthly 
illustrated news-magazine Ulster 
Commentary, which has just 
comepine eight years of useful 
work. More recently film pub- 
licity has been adopted with 
marked success, both in the 
United Kingdom and abroad, 
and there is every likelihood that 
in the near future the latest pic- 
ture, Ulster Magazine, made for 
the Government by Random 
Film Productions, London, will 
be seen on television screens 
overseas. Thus has the struc- 
ture of official publicity been 


Press and Publicity Officer 


built up, stage by stage. To-day 
the material sent out the pub- 
licity staffs in Belfast and 
London reaches most parts of 
the British Commonwealth, every 
State in the American Union, 
and many other parts of the 
world. 

The Ulster Magazine film is 
doing a first-rate publicity job 
in its 16 mm. form. It is in 
wide demand by organisations of 
all kinds, either as part of 
general film programmes or as 
an adjunct to lectures and travel 
talks. It deals in a vivid and 
arresting way with Ulster’s con- 
stitutional position within the 
United Kingdom, its agriculture 
and manufacturing industries, its 
sporting and recreative interests, 
its links with the United States 
and its strategic importance in 
the NATO plan of Western 
defence. : 

Last June, to mark the Coro- 
nation of Her Maj the Queen 
—who, with the Duke of Edin- 
burgh, visited Ulster in early 
July—the Government published 
the most artistic of all its pub- 
licity office productions, a book 
entitled This is Ulster. The 
front and back covers, in cloth, 
reproduce an oil inting of 
Belfast Lough and the shipyard 
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area by William Hollywood, a 
local artist. There are 64 art 
pages with 4,000 words of text, 
nearly 150 photographs and two 
maps, one showing the distribu- 
tion of industry and the other 
the location of the principal 
ancient monuments. The book, 
which has already been read in 
many parts of the world, is sold 
by H.M. Stationery Office at 
4s. 6d. 

The latest issue of the Ulster 
Year Book (1953), published by 
H.M.S.O. at 3s. 6d., is an admir- 
able compilation by the Registrar 
General of authoritative material 
contributed by all departments 
of the Government. In _ the 
words of the preface, “its object 
is to present in a convenient 
form statistical and other infor- 
mation regarding Northern Ire- 
land and its people—their social 
conditions, health, education and 
industries—and the administra- 
tive activities of the departments 
concerned with central and local 
overnment services.” A special 
eature of this issue is an article 
on “The Educational System of 
Northern Ireland.” 


History of events 


Booklets that have attained 
wide popularity include Northern 
Ireland, by Dr. Hugh Shearman, 
of Belfast, who skilfully traces 
the history of events leading up 
to the establishment of the 
Ulster Parliament under the 
Government of Ireland Act, 
1920; Northern Ireland Charter, 
containing the substance of a 
series of radio talks on the Con- 
stitution by Professor F. H. 
Newark, of the Queen’s Uni- 
versity, Belfast; Northern Ireland 
as an Outpost of Defence, repro- 
ducing an article by Captain 
Cyril Falls, the well-known 
military historian, on Ulster’s 
strat importance in the 
World War and to-day; How 
Northern Ireland is Governed, 
an analysis of the working of the 
legislative and administrative 
system, by Dr. Shearman; and 
Blueprint for Industry (issued by 
the Ministry of Commerce) a 
detailed description of the facili- 
ties offered by the Government 
to manufacturing firms under its 
industrial expansion scheme. 


Scope of work 


Space forbids more than the 
briefest reference to the day-to- 
day work of the press and pub- 
licity office in providing the 
newspapers and B.B.C. with 
official information; the organ- 
ising of tours for visiting 
journalists, in conjunction with 
the Central Office of Informa- 
tion; and the admirable lecture 
service conducted by the Ulster 
Office in London. From this 
recital it will be evident that 
publicity has many facets. The 
ge principle is that it must 

factual and objective, and it 
can be justifiably claimed that 
those who man the Northern 
Ireland publicity offices strive to 
follow that gol rule. 
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years ago 
the House of Inglis was born 


Like all great businesses it 
has grown from obscurity to one of the 
greatest bakeries in the United Kingdom, 
giving regular employment to thousands 
of Ulster men and women. 


The master bakers of Inglis 
know very well the age-old craft, of 
biscuit making—in fact, in this modern 
bakery, biscuit making has become a 
science. 


For many years now, the 
demand for Inglis Quality Biscuits has 
been far greater than the productive 
capacity of the factory and today with 
large scale extensions in progress we 
hope to meet the increasing demand for 
our products. 


INGLIS 


Quality Bread, Cakes and Biscuits 


I i and Co, Lid. 
tie Siifed. 
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New equipment will speed | 


biscuit production 


By T. PIGGOT, chairman and managing 
director, Inglis & Co., Ltd. 


[* every aspect modern bis- 
cuit manufacture can be 
claimed to be the result of 
British enterprise. British 
methods and British machinery 
are in use the world over. The 
consumption of biscuits per 
head of the population is 
greater in the United Kingdom 
than in any other country in 
the world, 


Most modern factory 


In Northern Ireland we have 
one of the most modern biscuit 
factories in the United Kingdom. 
Standing as an imposing land- 
mark in Belfast's East End is the 
biscuit factory of Inglis & Co., 
Ltd, pe oe years ago the 
House of Inglis was born. It was 
founded on January 1, 1871, in 
Castle Street, Belfast. Ten years 
later increasing business rendered 
it necessary to move to Eliza 
Street. Further expansion was 
necessary in later years and the 
present biscuit factory at Conns- 
water was opened on June 2, 
1937. Like all great businesses 
it has grown from obscurity to 
one of the greatest bakeries in 
the United Kingdom, giving 
regular employment to over 
2,000 Ulster men and women, 

The demand for biscuits manu- 
factured by Inglis & Co., Ltd., 
has increased so much that the 
productive capacity of its Conns- 
water factory has been taxed to 
the utmost, and the company 
decided to build an extension to 
the existing building and install 
additional plant. To enable this 
to be carried out the company 
acquired the property adjoining 
the biscuit factory fronting New- 
townards Road and Bloomfield 
Avenue, which consisted of three 
shops and 10 dwelling houses 
covering an area of 31,680 sq. ft. 


The building work has pro- 
gressed since then and comple- 
tion should be effected within the 
next six months. It will match 
up with the existing building 
both outside and inside. The new 
building consists of three floors 
giving an additional area of 
93,840 sq. ft. The floors will be 
in terrazzo and other tiles and 
the interior walls faced with 
white enamel brick. The ventila- 
tion will be by the plenum system 
and the air admitted to the fac- 
tory will be washed and changed 
to whatever temperature is 
desired. 

The new plant and equipment 
to be installed will be of the most 
up-to-date type, and in addition to 
biscuit manufacture, it is intended 
to produce cake, Swiss roll and 
sugar confectionery in the new 
building. As a matter of interest 
there will be installed a fully 
automatic Swiss roll making and 
baking plant which will be the 
first of its kind in Ireland. 


Export market bid 


When the extension is com- 
pleted Inglis & Co. hope to 
secure a share of the trade in 
Great Britain and also to enter 
the export market. Already they 
have received many inquiries. 

What is the nutritional value 
of biscuits? They have a very 

igh food value—-1,600/2,000 
calories per ib, They provide 
carbohydrate, protein, and fat in 
one palatable form and so 
approximate to a balanced ration, 

he food value is high because 
of the variety of ingredients 
which they contain — flour, 
wheatmeal, sugar, fat, eggs, milk 
products, etc. The production of 
cakes and biscuits is the outstand- 
ing means of supplying the 
general public with sugar in an 
edible and nutritional form. 
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To be launched 


by Her Majesty 
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An artist's impression of the se 
‘olf? Lid. are building 


Harland and 
it will be launched by Her 


nger liner (20,000 tons gross) which 


‘or Shaw Savill and Albion Co., Ltd. 
ajesty the Queen in August. 
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Filling jam jars in Belfast 


ae 


< 


In the huge Ravenshill Preserve Works of Andrew Millar and Co., Ltd., 


Belfast. 
it is sterilised, washe 


After the o- is d the jar passes into a heated chamber where 
hermetically sealed. It is then ready for cooling 


and storing. 


How more than £200,000 is 


spent on linen publicity 
By G. A. E. ROBERTS, secretary, 


‘T Wenty sire years ago 
The Irish Linen Guild— 
acting on behalf of the whole 
industry — organised a cam- 
paign which cost something 
like £25,000. In the year 1954 
the Guild is budgeting to spend 
over £200,000 of which approx- 
imately 50 per cent has been 
appropriated for the United 
States and about 25 per cent 
for the United Kingdom. 
Other markets in which the 
Guild campaign will operate 
include Canada, Australia, 
New Zealand and _ various 
Latin-American countries. The 
extended campaign is only pos- 
sible because of an energetic 
effort by the trade and by a 
substantial grant-in-aid from 
the Government of Northern 
Ireland. It is anticipated that 
the trade’s effort will yield 
about £120,000 while the 
Government contribution will 
amount to £100,000, 


Advertising in U.S.A. 


In the United States frequent 
full page advertisements in lead- 
ing consumer publications will 
reach a total circulation of more 
than 35,000,000. A number of 
films about Irish linen will be 
made for showing on television 
throughout the U.S. . 

Intensive cultivation of the 
bride and teen-age market and 
heavy advertising in hotel, club 
and restaurant publications are 
also planned. 


The Irish Linen Guild. 


The campaign planned for the 
United Kingdom this year will 
seek to convince the mass market 
that Irish linen in relation to 
its service—is relatively inexpen- 
sive. The advertising will be 
confined practically entirely ‘o 
women’s magazines and a num- 
ber of insertions in the Radio 
Times. The total circulation 
reached by the media selected 
exceeds 13 million. It is also 
the policy of the Guild to secure 
the co-operation of the retail 
linen establishments throughout 
the country. 


Completely new venture 


The advertising campaigns 
which have now been organised 
by the Guild in Australia and 
New Zealand are a completely 
new venture. A survey of some 
of the principal centres ‘n 
Australia indicated that there was 
an urgent need for educational 
work in regard to the proper use 
of the word “linen.” The Guild 
appreciates that it is very difficult 
to supervise a campaign 12,000 
miles away and has, therefore, 
set up committees of Irish linen 
representatives in the market in 
question who will supervise the 
conduct of the work by the agent 
appointed to carry it out. 

The other markets included in 
the Guild programme for this 
year, namely, Canada and various 
countries in Latin-America, have 
already been going for some 
years now and the lines of the 
campaign this year will follow 
the normal routine. 
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Next year is CENTENARY year 


Jrish Mews 


Price 1d. 


the paper advertisers MUST use 


if they wish to attract an ever-increasing 
community in NORTHERN IRELAND 


that no other newspaper serves 


After well nigh a century 


Jrish Mews 


stands aione 
UNRIVALLED 
UNCHALLENGED 


For specimen copies and rate-card apply 


London Office 
177-8 FLEET STREET, E.C.4 (Phone CENtral 8497) 


Head Office: DONEGALL STREET, BELFAST (Phone 25486-7) 
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THERE ARE 
MORE NEWS AND VIEWS 


— more articles and special 
features in 


THE 


ULSTER 
FARMER 


(Estd. 1900) 


than in any other 
Farm Magazine published 
in Northern Ireland 


EIGHT MAGAZINES IN ONE. As well as 
General Farming Features there are specialised 
Sections devoted to Pigs—Poultry—Dairying— 
Farm Mechanisation—Young Farmers’ Clubs— 
Beekeeping and the Country Housewife. 


THE ULSTER FARMER is bought and read by 
over 15,000 of the best farmers in Northern 
Ireland whose agricultural output last year was 
valued at £80 million. 


Specimen Copy, Rates Cards, etc., from 


(MAGAZINES) LTD 
131 FLEET STREET, LONDON, E.C.4 
Telephones: Central 1960, 3754, 3133 


} Ni 


Scrupul c 


is observed on 
production line. 


the “Purity Brand” sausages 


Pig, to case, to table—inside 


a week 


U LSTER has a thriving food 
processing industry which, 
although it has grown by leaps 
and bounds in the past few 
years, is not anywhere near its 
peak in a country whose basic 
function is the production of 
food from the land. 

Among the tons of processed 
foods which are turned out every 
week from many Northern Ire- 
land factories, sausages form by 
far the highest proportion, and 
it is with sausages that this 
article will mainly concern itself. 
The firm of Belfast Food 
Products Ltd., which occupies a 
new factory in the young in- 
dustrial area at Castlereagh, Bel- 
fast, is chosen to point the moral 
because it is the largest producer 
of pork sausages in Northern 
Ireland, and one of the very 
largest in the United Kingdom. 


Vast new field 


Born in its present form in 
1930, it had hardly got properly 
into its stride when the original 
factory, nearer the centre of the 
city, was completely destroyed by 
enemy action in 1941. 

In May, 1949, when the firm 
moved into new premises at 
Castlereagh, it moved also into 
a vast new field of opportunity. 
The staff then numbered about 
50. To-day there are more than 
250 employees, and that number 
will soon grow to 450 with the 
completion of an extension. 

The Castlereagh factory now 
turns out something in the region 
of 300,000 pounds of sausages 
in a week, and more than 60 per 
cent of the total production is 
exported to Britain. 

ut Belfast Food Products are 
more interested in purity and 
freshness than in mere output 
figures, and in the last few years, 
during which they have built up 
a chain of 5,000 customers from 
the Scottish Isles to the Isle of 
Wight, they have succeeded in 
whittling down manufacturing, 


By S. B. I. Abbott, Chairman 
and Director, Belfast Food Products Ltd. 


handling, and delivery time until 
it is possible to have “Purity 
Brand” sausages on an Engli 

consumer's breakfast table in the 
same week in which the pig from 


which they were was 
killed. 

System of numbers 
Several consultations with 


British Railways and the Ulster 
Transport Authority have re- 
sulted in a system of code num- 
bers and coloured labels which, 
instantly recognisable by trans- 
port employees, cut delivery time 
to two days from factory to 
retail shop in almost any part 
of Britain, with a few exce 
tions in the far south and t 
remoter areas of north Scotland. 
And to ensure greater fresh- 
ness when they reach the custo- 


mers, the sausages are quick- 
frozen before despatch to give 
them an unimpaired travelling 
life of a few days. 

Belfast Food Products Ltd., 
except in a few areas, deal 
directly with retailers. This 


means that the firm despatches 
an average of 12,500 separate 
consignments every week, rang- 
ing from a few pounds to the 
smallest customer to about 1,000 
Ibs. a week to busy branches of 
the big chain stores. Trade with 
the big chains, in fact, provides 
an interesting and illuminatin 
commentary on the quality o 
“Purity Brand” products. 
Sausages, while the largest 
single item produced by the firm, 
form only part of their range. 
Pressed ham and tongue, steak 
and onion roll, and luncheon 
sausage are also turned out in 
large quantities and, until the 
demand for “Purity Brand” 
sausages encroached more and 
more on the manufacturing 
space, there was also a large 
trade in pork pies and sausa 
rolls. Planned extensions to t 
present factory will put these 
items back on the market in 


quantity. 
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HOW ABOUT FOOD 


In 113 years WHITE’S 
have learned WHAT, 
WHERE, WHEN, WHY 
& particularly HOW 


— what are the finest raw materials 

— where and when to buy them 

— why A will blend with B but not C 

— how to retain a natural flavour 

— how to extract waste elements 

— how to improve digestibility 

— how to ensure maximum nutriment 
and a hundred other hows. 


WHITE’S SPEEDICOOK OATS 
WHITE’S JELLY CRYSTALS 
BAVITA — for infants 
WHITE’S R.S.0. FOOD 
WHITE’S BRISKIES 
and other proprietary foods. 


Some of White’s operational data has taken as 


ESSENCES, FLAVOURS long as 25 years to compile. 


& COLOURS for bakers, 
sweet manufacturers, 
mineral water trade, etc. 


This accumulation of knowledge has been made 
possible by the handing-down of proved facts 
through several generations. 
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Hence WHITE’S TRIUMPHANT QUALITY. 


WHITE, TOMKINS 


& COURAGE, LTD 


BELFAST - LONDON ~- LIVERPOOL - REIGATE - TANDRAGEE, CO. ARMAGH 
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The high value of smoke 


to Northern Ireland 
* py Peter Scott, advertising 


ACTHOUGH the processing 
and manufacture of tobacco 
and cigarettes are carried on 
in many towns in the United 
Kingdom, for over 150 years 
Ulster has produced the 
highest quality pipe tobacco 
and has become famous for 
its production of Irish Roll. 


Importance of Belfast 


The importance of the industry 
to Northern Ireland cannot be 
overstressed, as during 1952 it 
imported over £84 million worth 
of tobacco. In Belfast, which is 
one of the main centres of the 
industry, several thousands of 
people are employed on tobacco 
and cigarette manufacture, and 
of those a very considerable pro- 
poses are employed by Galla- 
ers, who operate in York Street, 
Belfast, a factory which for many 
years was considered to be one 
of the Jargest in the world. 
Although larger factories now 
exist, particularly in the United 
States, this factory can still claim 
to have the greatest output of 
pipe and chewing tobaccos made 
y a factory anywhere, 


manager, Gallaher Ltd. 


The finished products manu- 
factured by that company are 
exported very largely to England, 
Scotland and Wales, but a pro- 
portion of their tobaccos and 
cigarettes are exported to many 
different parts of the world. 

Domestic trade in Ulster 
accounts for some proportion of 
Belfast's tobacco manufactures, 
and Gallaher Ltd. manufacture 
a high-quality cigarette especially 
for the Northern Ireland market. 
Although known as “Blues,” it 
is unique in that it is the only 
brand which has acquired a name 
by which it is bought which does 
not appear anywhere on_ the 
packet or is not the name of 
the manufacturer. 


Specialising for export 


Gallahers have a second fac- 
tory at Lisnafillan, near Bally- 
mena. This specialises in the 
manufacture of brands for export 
purposes, and a high proportion 
of its tobacco products are 
packed in airtight tins. 

In Belfast can be found some 
of the most modern tobacco 
warehouses existing anywhere in 
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Ships that pass in the night 


The motor vessel 


“Ulster Monarch” is one of the Belfast Steamship 


Company's fine ships on the Belfast-Liverpool nightly express service. 


the world, and those controlled 
by the Gallaher Organisation are 
equipped with the most up-to- 
date methods of mechanical 
handling. Heavy barrels and 
cases of tobacco must be closely 
examined on leaving the bond, 
and checked for weight, moisture 
content,” etc., during the process 
of leaving the warehouse for 
manufacture. The conveyor sys- 
tems installed in the Connswater 
warehouse of Gallahers are 
therefore of great value in rapid 
and efficient handling. 

It is interesting to note that 
the company also manufactures 
very many thousands of pounds 
of snuff during the year. 

In Northern’ Ireland, the 
Gallaher Organisation manufac- 
tures du Maurier and Park 


Drive cigarettes, De Luxe Cigar- 
ettes for Northern Ireland, and 
its whole range of export pack- 
ings of these brands. Whereas 
in pre-war days as many as 12 
different ckings of a single 
cigarette brand were produced, 
under present day conditions, 
Park Drive cigarettes, for ex- 
ample, are produced in only one 
packing. This is an experience 
common to other manufacturers 
as well as to Gallahers. In all 
probability some resumption of 
different types of packings may 
become advisable as some easing 
of the cigarette tobacco supply 
position becomes evident. How- 
ever, there is no indication that 
the country’s dollar position will 
bring about such a state of 
affairs in the immediate future. 


NOT MUCH WRONG WITH THE OLD! 


Some seventy odd years ago the 
writer’s grandfather put on the 
market Ross’s Royal Ginger Ale. 


By the time we came to business, 


at the turn of the century, Ross's 
Royal Ginger Ale—the old original 
Ross’s Royal, in the cylinder 
bottle with the diamond label— 
had found its way into almost 


every country 


Ww. ims 


in the world. 


ROSS & SONS LIMITED 


Every country of the world ex- 


cept Great Britain, where our Dry 


Ginger Ale was first favourite. We 


ourselves have put on the market 


Tonic Water, 


Lemonade, etc., 


and they are among the best of 
their kind. But our grandfather's 
old original Royal Ginger Ale 
takes a lot of beating—we believe 
it is stil] the best drink we make. 


BELFAST 
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Boxmore Works 
Lurgan, Northern Ireland 


To cover fully the 1,000,000 Provincial 


Population of Northern Ireland 
YOU MUST INCLUDE THE 


ULSTER 
ASSOCIATED 
PRESS 


LURG AN BOXM AKING co. LTD. a group of newspapers with an impressive circulation and an 

inclusive flat rate. These papers are the family newspapers of 
LURGAN, NORTHERN IRELAND their districts. 

Pioneers of MOULDED PULP EGG PACK- They are: 

ING in Europe. Manufacturers of FRUIT 

PUNNETS, ELECTRIC LIGHT BULB and 

FLUORESCENT TUBE Containers, BOTTLE 

Containers etc. 


Ss 


ARMAGH GUARDIAN 
BALLYMENA OBSERVER 
BANBRIDGE CHRONICLE 
COLERAINE CHRONICLE 
THE POSSIBILITIES ARE LIMITLESS DOWN RECORDER 


FOR MOULDED PULP PRODUCTS IMPARTIAL REPORTER 


LISBURN STANDARD 
OUR ANNUAL PRODUCTION OF 
LURGAN MAIL 


KEYES EGG TRAYS NEWTOWNARDS CHRONICLE 


EXCEEDS 50,000,000 PORTADOWN NEWS 
(Each Tray contains 30 Eggs) STRABANE WEEKLY NEWS 


USED THROUGHOUT THE WORLD TYRONE CONSTITUTION 
WHEREVER EGGS ARE PACKED ULSTER GAZETTE 


NET SALES 
% Distributors throughout Northern Ireland and 
s 
the Republic of Ireland. 3B y J .000 


%& Manufactured by Patent Rights throughout the 
World. 


¢ 


Fermanagh 


Antrim 


eeeeeseoes 


‘@) 
Ss 


Fullest information from the London Manager 


LURGAN BOXMAKING CO. LTD. E. E. P R E S T eh N 


Telephone: Lurgan 50 and 453 - FLEET STREET - LONDON - E.CA 
Telephone: CENtral 3952 Telegrams: EDPRES, FLEET, LONDON 
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New moulding industry 


in village location 


ESTLING away in an 

otherwise obscure village 
some two miles from Lurgan 
is a most up-to-date and 
thriving pulp moulding in- 
dustry. 

Accommodated in a two-storey 
red brick building stands Box- 
more Works, in grounds with an 
area of about 10 acres, and on 
which there are sunk an 
artesian well and filter beds. This 
industry is the only one of its 
kind in Ireland, and until 1948 
was the only one of its kind this 
side of the Atlantic. Established 
60 years, the Lurgan  Box- 
making Company has been a 
private limited company since 
1935 under the chairmanship 
and managing directorship of 
Frederick R. Best, who founded 
the company and has success- 
fully guided its fortunes down 
the years. It was in this year 
1935 that valuable patent rights 
were acquired for the United 
Kingdom and Irish Free State 
from a company at Waterville, 
Maine, U.S.A., the Keyes Fibre 


Company, who had perfected the 
moulding of articles from wood 
pulp, having placed on the 
American market, among other 
moulded articles, a product called 
Keyes Egg Trays. 

For a considerable number of 
years the Lurgan Boxmaking 
Company confined itself to the 
production of egg trays. Later, 
moulding activities were extended 
to packs for other fragile articles, 
and to-day this company is mar- 
keting packs for fluorescent tubes 
and electric bulbs and is experi- 
menting with numerous other 

cks, such as fruit punnets and 

ttle containers. ere is a 
wide field open to this industry 
and possibilities for expansion are 
therefore limitless. 

The machinery comprises two 
large moulding units and a 
miniature unit. Three eight-hour 
shifts are worked, six 8 per 
week, and the production 
capacity in res is almost 
astronomical. en the plants 
are somone exclusively on egg 
packing the annual production is 
something like 50,000,000 egg 


16 


GREAT NORTHERN RAILWAY 
LINKS 


SERVES 
DONEGAL 
AND THE 
NORTH-WEST 


FAST 

STEAM 

AND 

DIESEL TRAINS 


NORTH 


AND 


“ENTERPRISE” 


EXPRESSES 


BELFAST 


DUBLIN 


SOUTH 


Passenger and Freight enquiries to 
Traffic Manager, Belfast 


Two miles from Lurgan and in an otherwise obscure village the 


Lurgan Boxmaking Com 


pany has established a thriving pulp 


moulding industry. 


trays. An egg tray carries 30 
eggs, and 14 are necessary to 
pack a case for shipping. by 
the interchange of dies it 
possible to turn over to the pro- 
duction of other articles or to 
combine the moulding of a 
variety of articles. The mould- 
ing process is largely automatic 
and the number of operatives re- 
quired is relatively small in 
proportion to the tremendous 
quantities produced. 

The manufacturing process be- 
gins with the carefully calculated 
preparation of the basic raw 
materials for the beaters. The 
mouldin machines carry, 
moun on shafts, several sets 


of brass dies sha to the exact 
contours of the finished product. 
Suction is applied and these dies 
are automatically and in quick 
succession immersed in the pulp 
troughs. At this stage formation 
only is accomplished; the articles 
require to be pressed and dried. 
The pressing dies are similarly 
mounted and ingeniously syn- 
chronise and perform swiftly 
the 7 out of the shape. 
When the forming and pressing 
are accomplished the articles are 
transferred to the drying cham- 
ber where they are conveyed 
some 80-100 feet traversing a 
definite number of times until 
complete drying is effected. 


Road-Rail integration is cutting 


travelling time 


‘i ~ past year has seen the 
continued integration of the 
road and rail services of the 
Ulster Transport Authority, 
which, with the exception of 
passenger transport in the City 
of Belfast, a section of the rail- 
way system of the recently 
formed Great Northern’ Railwa 
Board, and some local, special- 
ised and ancillary freight trans- 
port, operates all public inland 
transport in Northern Ireland. 

The co-ordination of road 
and rail passenger services 
throughout Northern Ireland is 
now such that about 3,300 con- 
nections between road and rail 
are made each week. The inte- 
gration of road and rail has 
also been continued in the 
Authority's freight services. An 
investigation is now being 
carried out in conjunction with 
the Great Northern Railway to 
ascertain where there is scope 
for an extension of this policy. 

The first six-coach multi-diesel- 
engined train was introduced on 
the Belfast-Bangor line in May, 
1952, and the replacement of 


steam by diesel was completed 


on this line in 1953. The 
Authority has now a total of 30 
such vehicles, of which 20 are 
powered and 10 unpowered. 

An outstanding event during 
the year, affecting the Ulster 
Transport Authority, was the 
coming into force of the Great 
Northern Railway Act (Northern 
Ireland), 1953. This Act, to- 
gether with an almost identical 
Act passed in the Republic of 
Ireland, provides for winding up 
the Great Northern Railway 
Company (Ireland), the payment 
of £44 million compensation to 
the company, and carrying on 
the undertaking from September 
1, 1953, by a public board known 
as “The Great Northern Rail- 
=e Board.” 

his consists of 10 members, 
five of whom are appointed by 
the Minister of Commerce in 
Northern Ireland, and five by 
the Minister for Industry and 
Commerce in the Republic. The 
chairmanship alternates yearly 
between the two groups of 
members, Geo. B. Howden, the 
senior member for Northern 
Ireland, being the first chairman. 

About one-third of the total 
daily passenger train mileage on 
the Great Northern is now 
operated with diesel units. 
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EXPRESS PASSENGER SERVICES 


For tickets and berth reservations apply :— 


BELFAST STEAMSHIP CO. _ bre. 227 Regent Street, London, W.! owe & LAIRD LINES fre 
Royal Liver Building, Liverpool, 3 2 Robertson Street, Glasgow, C.2 


NORTHERN HERALD || -.-every month 


INCORPORATING THE NORTH DOWN HERALD over 26,000 farmers throughout Northern 


AND COUNTY DOWN INDEPENDENT 
Ireland read... 


PUBLISHED WEFKLY IN BANGOR, 


©O. DOWN. ESTABLISHED 83 YEARS | The - ARMERS’ JOURN AL 


The area in which the Northern (the Official Organ of the Ulster Farmers’ Union) 
Herald circulates is well populated, 


the wealthiest and highest rated in THE ONLY NORTHERN IRELAND 
Northern Ireland. It is the home of FARMING PUBLICATION 
Belfast’s more prosperous b -siness 

people WHICH ISSUES A.B.C. FIGURES 


A VALUABLE MARKET VERY EASY | 
AND INEXPENSIVE TO COVER + Circulation for the period 


The Northern Herald is the brightest July to December, 1953 
and most informative weekly covering 
Bangor and North Down. 26,302 

Bangor, the largest seaside resort in copies monthly 
Northern Ireland, has a winter popu- 
lation of 25,000 and is 13 miles from 
Belfast (population nearly 500,000), Rate cards, specimen copy etc., from 


the capital city of Northern Ireland. 
Send eisiietinin indi iaaa THE FARMERS’ JOURNAL 
a 69 FLEET STREET * LONDON © E*Cer4 


INDON AGENT: John C. Mactavish, 
™ 131 pee he ant tena TELEPHONE: CENtral 5453 
Telephone: CENtral 1960 
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How much do you know 
about the Gorilla? 


He's really quite a bashful creature — he 
doesn’t attack and kill with great 
ferocity as so many armchair 
anthropologists would have us believe. On 
the contrary he lives with his wife 
and family in a perfectly natural 
and harmonious environment. 
However there are times when he 
beats his gargantuan chest 
and makes a big noise about 
his intentions. 
A big noise carries far and, 
when of the right kind, is 
well received making rd 
U 


a LASTING IMPRES- 
ys 
Pete 
A i 


SION. There are a lot 
of people at WELLS 
ADVERTISING cap- 
able of making a big 
noise about YOUR 
BUSINESS. 

These people, too, live in a per- 
fectly natural and harmonious en- 
vironment, so necessary for the 
planning of GOOD ADVERTISING 
—designed to create a LASTING 
IMPRESSION on your customers. 


Veli; Adeerlising 


Publicity House, Belfast | § Phones 43280-43289 


S 
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in five 


of Northern Ireland 


one 
of the population 


has an account in the 
Belfast Savings Bank 


Progress of the Bank since 1900 


Year Ad Total Funds Year Ne. of | Total Funds 
1900 14,366 595,343 1942 | 139,660 | 19,980,635 
1910 21,718 903,226 1943 | 153,186 | 23,685,982 
1920 29,998 | 2,074,679 1944 | 165,202 | 27,863,114 
1930 45,774 | 4,569,446 1945 | 175,743 | 32,777,591 
1935 73,223 8,859,151 1946 | 185,28! | 36,581,974 
1936 77,743 | 9,610,464 1947 | 196,834 | 39,994,865 
1937 89,038 | 10,926,712 1948 | 211,933 | 43,277.473 
1938 95,217 | 11,836,260 1949 | 226.413 | 46,062,037 
1939 | 100,825 | 12,670,748 1950 | 239.638 | 48,351,943 
1940 | 109,393 | 13,640,031 1951 | 251,023 | 47,972,418 
1941 124,783 | 16,567,144 1952 | 263,023 | 48.335,949 
1953 | 283.279 | 49,048 755 


There are 28 offices of the Belfast Savings Bank 
serving the needs of the people of Northern Ireland 


BELFAST SAVINGS BANK 


HEAD OFFICE: ARTHUR STREET, BELFAST 
138th Year of Service! 
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Shirts are Londonderry’s 


By Charles Swann 
} managing director, 
} Star Factory, W. M. 
Miller & Co, Ltd. 


HE manufacture of shirts, 

collars and pyjamas is the 
staple industry of London- 
| derry. 

Wherever the visitor turns in 
the Maiden City his glance 
alights upon high brick facades 
and long rows of windows that 
— the shirt factory, and 

is ear catches the low purring 
hum of the i 
machines within. 

Since the inception of the shirt 
| industry, which has centralised it- 

self in the city during the past 

100 years, many progressive and 
| rapid improvements have been 
adopted. From a very small be- 
ginning, the industry has built u 
a reputation for its product which 
at the present time meets with 
world-wide competition and finds 
full employment for approxi- 
mately 10,000 workers. The 
greater percentage by far are 
female. 
| Modern machinery capable of 

giving 4,500 stitches per minute 
and twin needle machines which 
require 40,000 yards of thread 
and stitch at the rate of 8,000 
stitches per minute demand skill 
and concentrated attention in 
| putting together the various sec- 
tions of cloth which make up a 
shirt. Pattern and style are 
enormously important. 


many sewing 


Shirt-making process 


The first operation in shirt 
making is the transfer or pencil- 
ling on to the cloth the style of 
| the garment required, the number 
of pencillings being dependent on 
the size of the order. The cloth 
is then laid on a table until the 
desired number of lays complete 
the size. The pencilled lay is 
then placed on top of the clo*h 
and an electric portable hand 
cutting knife is used to split the 
cloth intc handling quantities. It 
is then taken to the highly 
skilled cutter, 

The cuffs, collars and neck- 
bands are then sent to their own 
| particular sections, where they 
are made and held in readiness 
for the body of the shirt which 
has been sent along to the 
assembly line to be fitted to- 
gether. This entails hemming the 
skirt and sleeves, making button 
and front strap, sloping and cut- 
ting out surplus cloth at neck to 
give a perfect fitting neckband. 
The next operation—always of 
interest to the visitors—is the 
making of buttonholes and the 
sewing on of buttons. The time 
required to make a buttonhole 


chief industry 


and sew on a button is only 
three seconds. The shirt begins 
to develop from this point. 

One of the largest factories in 
Londonderry is the “Star,” over- 
looking the Foyle river. All the 
men's and boys’ shirts made there 
are sold under the brand name 
of Mentor, the registered trade 
mark belonging to W. M. Miller 
& Co., Ltd., whose head office 
and warehouse is at Mentor 
House, Aytoun Street, Manches- 
ter, and who also have offices in 
London, Glasgow and Belfast. 

In addition to the leading trade 
papers, Picture Post, Punch, 
Woman, Financial Times, Daily 
Telegraph, Mail, Express, Mirror 
and the Bulletin and Scots Pic- 
torial carry Mentor advertise- 
ments at regular intervals and 
space is taken with stockists in 
many local newspapers. 

Mentor shirts and pyjamas are 
sold by most of the leading de- 
partmental stores, including John 
Barkers, Lewis’s, Selfridges, etc., 
and many of the multiple, co- 
operative and individual out- 
fitters’ shops throughout Great 
Britain and Northern Ireland. 


To cover the North-West of 
Ireland effectively 
you MUST advertise in 


The 
Derry Journal 


Largest circulation of any 
paper published in thie 
North-West area. 


Certified figures supplied 
on application to Head 
Office, 3-5-7, Shipquay 
Street, Derry, Ireland 


or to 


E. E. PRESTON 
69 Fleet Street 


London Representative 
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e NEW INDUSTRIES FIGHT UNEMPLOYMENT — continued 


already been allocated to pros- 
pective tenants and virtually 
completed during 1952 were 
taken over and occupied. Three 
more factories were completed, 
of which two are occupied, and 
12 more are being built or will 
be built in different parts of 
Northern Ireland. A number of 
these are being constructed with- 
out any specific firm in mind, 
but from our experience with 
other factories of this type I do 
not think we shall have any diffi- 
culty in finding tenants who can 
make further permanent addi- 
tions to our industrial capacity. 

Without any doubt the most 
encouraging of recent develo 
ments was the decision by the 
well-known firm, the. British 
Thomson - Houston Company, 
Limited, of Rugby, to set up 
plant in Northern Ireland for 
the manufacture of giant turbo- 
alternators, a project which is 
expected ultimately to provide 
jobs for at least 2,500 workers. 
Northern Ireland is a small com- 
munity with a total insured in- 
dustrial population of less than 
half a. million, and this new 
development is of major import- 
ance to us. The Government 
and the local authorities con- 
cerned are glad to co-operate to 
the fullest extent with the com- 
pany in furthering this project. 

Including potential employ- 
ment provided by the British 
Thomson-Houston Company, we 
estimate that some 17,000 more 
new jobs will be provided in the 
not too distant future by under- 
takings established with Govern- 
ment co-operation. Seventeen 
thousand jobs will not solve our 
problems, but the Government 
intends to do everything it can 
to carry our industrial develop- 
ment still further each year so 
that more and more workers may 
obtain productive employment. 
A great many well-known firms 
have set up manufacturing units 
here during the past few years, 
and I think that their success 
here is a good guide to our 
industrial future. 


AND PHOTO-ENG 


We are, however, very much 
aware that our bread and butter 
must continue to come from the 
traditional established industries 
and their ancillaries, and we 
recognise that the local textile 
industry will have to fight tre- 
mendously hard to regain the 
position it had reached before 
the severe recession of late 1951 
and early 1952. 

In the shipbuilding industry 
the continued high level of 
activity of the past 12 months 
has been overshadowed by news 
of shortening order books and 
cancellations. 

If the shipbuilding industry has 
seen the amber light, the light 
still seems to be green for our 
youngest major industry. The 
year 1953 was an extremely en- 
couraging year for Short Brothers 
and Harland, Ltd., the aircraft 
manufacturers. The firm is or 
will be concerned in the produc- 
tion of three famous aircraft— 
the English Electric Canberra, 
the De Havilland Comet and, for 
future production, the new 
Bristol Britannia. 


High quality products 


But Short’s are only one part 
of the flourishing engineering in- 
dustry in Northern Ireland. In 
several specialised fields such 
well-known firms as James 
Mackie & Sons, Ltd., and Fair- 
bairn Lawson Combe Barbour, 
Ltd., the textile machinery 
makers, and Davidson & Co., 
Ltd., makers of ventilating plant, 
etc., among the old-established 
companies, have continued to 
maintain their reputation for high 
quality products, 

I think it is important to keep 


a sense of proportion about | 


the possible effect of these or 
whatever other problems come 
before us. Forewarned is fore- 
armed, and both the Government 
and industry in Northern Ireland 
are working together to ensure 
that the most efficient and speedy 
solutions can be found for what- 
ever new difficulties arise. 


AVING SERVICE IS ‘ONLY 


SCOTLAND'S ENGR PHOTOGRAPHIC, DESIGNING 


175 MIN 


the finest service 
and skilled craftsmen 


TES DISTANT BY AIR 


modern precision plant 
can produce 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


OUBRIEN HOUSE 1% CLYDE ST GLASGOW 
CITY 661-5 “DUBRIEN GLASGOW” 


H. MARTIN HAMILTON é 
RESIDENT IRISH REPRESENTATIVE sits 


6 UNION STREET. BELFAST 


BELFAST 25077 


Northern Ireland Supplement—ADVERTISER'S WEEKLY 


ndonderry 


NORTHERN IRELAND 


eh male labour 
available for Heavy 
and Light Industries. 
Excellent and Cheap 
operating facilities. 
Ideal port and splen- 
did Rail Communi- 
cations. 


| All information from — 


The Town Clerk, 
Guildhall, 
Londonderry. 
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Sole manufacturers: 


PURITY PAT 


comes to town 


He’s been welcomed wholeheartedly 
in London, for he has brought one 
of the finest pork sausages in the 
world very much to the notice of 
London Even- 
ing Newspaper 
readers, PURITY 
PAT has certain- 
ly done a great deal for Northern 
Ireland’s prestige, and, in par- 
ticular, for that of Belfast Food 
Products. 


% Purity Brand Irish Pork Sausages 
are manufactured in one of the most 
hygienically equipped factories in 

Europe 


BELFAST FOOD PRODUCTS 


BELFAST FOOD PRODUCTS LTD. 
CASTLEREAGH, BELFAST, N. IRELAND 


A record of 123 
years” service 


SINCE 1829 
THE LONDONDERRY SENTINEL 


Pump Street, Londonderry. 


has been the leading and most influential medium in 
Londonderry and the North-West of Ireland for all 
classes of advertisers in Great Britain and the Republic 
of Eire. 


LONDONDERRY SENTINEL 


is the only morning newspaper published in Londonderry 
on Tuesdays, Thursdays and Saturdays. 

It circulates extensively in the pagiions and prosperous 
manufacturing an = ee of Londonderry 
City (population 51,000) and Counties of 


Londonderry (population 155,520), "Tyrone (popula- 
tion 127,5 J negal ( So, egy A 1 zee) as vedi 
as in the northern part o) 


It has unequalled reader-confidence. 

It is relied on for up-to-the-minute reports of inter- 
national, national, provincial and local news as well 
as news and features dealing with agriculture, finance 
and sport. 

London Office: 
80 Fleet Street, E.C.4. 


Head Office: 
Tel. Londonderry 2678 


TEL. CEN 4438 


If you have a product to sell, advertise in the 


“ SENTINEL” 


* INDIVIDUAL MARKET CHARACTERISTICS 
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continued 


II—INDUSTRIAL EMPLOYMENT 


Estimated Nos. of Insured 
Employees in June, 1952 
Males Females Total 

1. Agriculture, Forestry, vane 20,740 750 21,490 
2. Mining, b= 4,310 90 4,400 
3. Building and 38,360 840 39,200 

Total Production 4 63,410 1,680 65,090 
4. Non-metalliferous ~ pane Sretest 3,890 470 4,300 
5. Chemicals and Allied 1,210 370 1,580 
6. Metal Manufacture 660 30 690 
7. Shipbuilding and Repairing 16,180 330 16,510 
8. Marine Engineering 7,650 190 7840 
9. Other Engineering . . de ns 12,270 2,140 14,410 
10. Vehicles (exc. ships) e 14,250 1,340 15,590 
11. Metal Goods (not elsewhere specified) | oa? 1,700 640 2,340 
12. Precision Instruments, ney, oc“ . 690 640 1,330 
13. Linen Manufacturing ° 17,080 32,470 49,550 
14, Other Textiles A 11,150 13,020 24,170 
15. Leather, Leather Goods and Furs 360 290 650 
16. Clothin . , ad 4,220 29,190 33,410 
17. Food, Drink and Tobacco | 14,640 9,210 23,850 
18. Wood and Cork; Soft Furnishings 5,460 620 6,080 
19. Paper and Printi 3,500 2,200 5,700 
20. r Manufacturing Industries 920 250 1,170 

Total Manufacture .. 115,830 93,400 209,230 
21. Gas, Electricity and Water ° 6,520 420 6,940 
22. Trans: , Communication and Storage 29,820 2,760 32,580 
23. Distributive Trades 31,930 19,110 51,040 
24. Insurance, Banking and Finance | 4,780 1,840 6,620 
25. Public Administration ~ 25,690 8,690 34,380 
26. Professional Services 10,130 19,140 29,270 
27. Miscellaneous Services 8,530 21,920 30,450 

ified kom es 

Grand Total .. 


producing the maximum amount 
of food crops while maintaining 
the numbers of livestock. The 
food processing industry kept in 
step with this rapid expansion of 
agriculture, and the creamerics 
and food factories which have 
grown up in Belfast and through- 
out Ulster are, to some extent, 
the products of war-time ration- 
ing. Now they are faced with 
the task of adapting themselves 
to new conditions and of retain- 
7 and ae their markets. 

n finding a ution to these 
problems, Northern Ireland pro- 
ducers can derive some comfort 
from the high reputation gained 
by Ulster products as the result 

sound systems of a 
marketing, grading, packing 
inspection, enforced by law 
since 1924. 


Importance of linen 


The name of Northern Ireland 
is virtually synonymous with that 
of linen. About a third of the 
farmers grow flax, and the 
generally mild, damp climate has 
also proved advantageous for 
spinning and weaving linen. Of 
recent years Ulster linen has met 
with increasing competition, par- 
ay from the synthetic 
fibres, but linen is still one of 
the province’s most important 
products. 

The Government, appreciating 
that its long-term ‘soley of in- 
dustrial development and expan- 
sion is dependent on a high level 
of activity among the established 
industries, passed various 
Re-equipment of Industry Acts. 
These acts have the object of 
encouraging local firms, by 
means of substantial grants, to 
carry out comprehensive schemes 
for the re-equipping and modern- 
ising of their t and machin- 


ery. By the end of October 1953 
over 200 schemes, involving a 
total expenditure of something 
like £10 million, had been sub- 
mitted to the Ministry of Com- 
merce. 

The Belfast shipyards have a 
world-wide reputation derived 
from a succession of ——f 
breaking ocean liners and, es 
ally sy war time, of wars ~ 
The building of smaller ships, 
the production of engines and the 
carrying out of repair work are 
also important, together with 
such auxiliary industries as the 
lar le man of ropes 
om cables. “ag ding 

t present shipbuildi 
yards are fully employed, but 
there is some anxiety about the 
future orders needed for efficient 
long-term planning. 


Thespspvpppnpppnp>> 
Ulster 


Youn ig Farmer 


An attractive monthly journal 
published and read by the 


progressive young farmers of 
Northern Ireland 


18 Donegall Square East, 
Belfast 


LONDON OFFICE: 

David H. Bond, 

120 Bank Chambers, 

329 High Holborn, W.C.1 
Telephone: Hol. 2937 
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This factory was completed last year at 
Limavady in Co. Londonderry. It is 
approximately 18,000 sq. ft. in area and 
is typical of other factories of this size 
already built in Northern Ireland. 


GOVERNMENT FACTORIES 


A number of factories of simple, modern 
design are being erected in various districts 
of the Province by the Government of 
Northern Ireland. They range in size 
between 18,000 sq. ft. and 74,000 sq. ft. 
They may be let at specially low rents to 
approved tenants. 


ENQUIRIES TO: 


THE SECRETARY, THE MINISTRY OF COMMERCE 
CHICHESTER HOUSE, CHICHESTER STREET, BELFAST 


TELEPHONE: BELFAST 28271 
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JOHN KELLY LTD 


LARGEST COAL IMPORTERS IN IRELAND 


SHIPOWNERS 


Head Office 


23, STATION STREET 
BELFAST 


Branches 


WARRENPOINT, LONDONDERRY, COLERAINE 
CARRICKFERGUS 


AGENCY AT LIVERPOOL 


Bunkers Supplied Lighterage Contractors 


Owners of 
WARRENPOINT HARBOUR AND DOCKS 


Agency Department 


AGENTS IN NORTHERN IRELAND FOR: 

Houseman & Thompson Ltd— Water Treatment 
Specialists. N.C.B. By-Products—Synthaprufe, Presomet 
and Presotim. Xzit (G.B.) Ltd — Refractory Coatings. 


ALLIED COMPANIES: Wm. M. Barkley & Sons, Ltd., Belfast. John Milligen & Co., Ltd., Belfast. 
R. & D. A. Duncan, Ltd., Belfast. Alexander King, Ltd., Belfast. Suttons, Limited, Cork. 
Robt. McCowen & Sons, Ltd., Tralee. R. & L. W. Hunter, Sligo. T. & J. Connick, Ltd., Dundalk. 


Published by the Proprictors, BUSINESS PUBLICATIONS Litd.. at their office at 180 Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
February 25, 1954. Printed in England by Keliher, Hudson & Kearns Lid., 15-17 Hatfields, London, S.E.1. 
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